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See this new line before you order any 
Christmas decorating materials. These mate- 
rials are so startlingly beautiful, so different 
from others, that you will think of many, many 
ways you can use them. Printed panels, com- 
plete ensembles, Santa cut-outs, icicles — you 
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FOR CHRISTMAS WINDOWS 


will find them all in this line at prices so reason- 
able you can afford all you want. 
It's a complete line. It's a beautiful line. 
And it's reasonably priced. Ask your jobber 
for a de luxe book describing these materials. 
Dennison Mfg. Co., Framingham, Mass. 




















OLD KING COLE 
IS SANTA CLAUS 


—to the ever busy Displayman. 


ACTION! COLOR! THIRD- 
DIMENSION! LAUGHS! SALES! 
CROWDS! Translated, this means 
Old King Cole displays. 


Small units . . . complete depart- 
ments . . . windows .. . Toy and 
general Holiday Promotions. 


For sale—or lease 


SWZ, 
OLD KING COLE, Inc. S“a-py 57> 


CANTON - - OHIO —- 











A NEW WAY... 
TO MAKE MONEY 


THERE 1§ A NEW WAY 


..a way that means real money ...a way of making signs that have 








greater force, appeal, selling power, variety, durability. All you need to 
do all this is the revolutionary new Plastic-Rite Pen. With it, you can 


make any style of letter, character, or decoration. 


It’s the only Pen that 


actually deposits raised characters directly upon any surface ... in 20 


different colors or combinations .. . 


raised lettering by any other method. 


ADVERTISING PLASTICS, Inc. 


480 LEXINGTON AVE. 


Mail This Fill, out and 

mail this cou- 
Coupon! pen. We’ll send 
full details about the Plas- 
tic-Rite Pen . .. what it 
does . . . how it works. 
Don’t put off mailing this 
coupon. Do it today... 
right now! 


Seeaeevceeessssasaaaw 


in faster time than you can turn out 


NEW YORK CITY 


ADVERTISING PLASTICS INC., Dept. D-10, 
480 Lexington Ave., New York City. 
Send at once full details about the new Plastic-Rite Pen. 
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Holiday Display Drograms== 
Costly. But Worth It 


Once more the thoughts of retailers are 
turning to the rapidly approaching holiday 
season. In just a few short weeks it will be 
in full swing—the annual mad scurry to cash 
in on the Christmas business. Last year’s 
fall and winter sales were good and it is 
freely predicted that the same period of time 
in 1936 will see a still larger volume of mer- 
chandise pass over the counters. Also there 
is a decided trend on the part of the shop- 
ping public toward better grade commodities. 
Everything considered, the annual rush to 
buy should be especially good this year. 

The Christmas season, coming immediately 
after intensive fall promotions, makes still 
greater demands on the time of everyone 
connected with a store. For the display de- 
partment this is particularly true. Usually 
the whole appearance of the store is changed. 
There are exterior decorations to be con- 
sidered, since many establishments prepare 
elaborate displays for this purpose. There 
is a dominating interior decoration scheme 
to be worked out, materials to be bought, 





construction details to be taken care of, and 
the actual installation work. Special win- 
dow displays, tying in with the interior ar- 
rangement, must be planned and scheduled. 
Individual departments—especially those de- 
voted to merchandise suitable for gifts— 
must be transformed into nooks of appealing 
beauty that breathe the spirit of the season. 
Space must be prepared for enlarged toy 
departments. 

But regardless of the work necessary in 
preparing Christmas display, it is worth all 
the effort involved. The sales volume made 
possible by the custom of giving presents is 


—Winner of an award in the Walt 
Disney display contest last year, this ani- 
mated presentation of Mickey Mouse and 
his friends was created by Oscar Knifsund, 
Whitthorne & Swan, Oakland, Calif. The 
animation was synchronized with record- 
ings. The toy department used the same 
theme, with both still and animated pos- 
ters on all columns— 


too large to be ignored or gone after in a 
haphazard way. The store that will profit 
most is the one with a display manager who 
is wise enough to see the important part 
played by his department in holiday sales 
and who is able to plan a coordinated dis- 
play program which will show merchandise 
at its best. 

Such holiday display programs can be of 
infinite variety in arrangement and treat- 
ment. Many stores adhere to the customary 
red and green color scheme, the trimmed 
Christmas tree, and the usual adornments, 
believing that “old things are best.” And 
undoubtedly there is a definite appeal to 
this “old-fashioned” custom. Other business 
places follow the modern trend with silver 
and white, silver and red, or silver and blue 
replacing the familiar red and green. They 
find that this color plan gives a refreshing 
difference to the decorations, while preserv- 
ing the atmosphere of the season. Still 
others consider the religious side of the 
season, which is perhaps most difficult of all 
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to handle as it should be. Any display pro 
gram of this nature must be treated with 
exquisite taste, restraint, and a _ delicat< 
sense of what is correct. One of the mos: 
beautiful treatments of this type was used 
last year by Ungar, Inc., Portland, Ore., ani 
the good-will it inspired was of inestimab|. 
value to the store. But no minutest detai! 
was left undone in order that the displa\ 
theme might not be tainted in the least wit) 
commercialism. (See description and phot: 

graphs on pages 15 and 36 of this issue.) 

Toy departments naturally come in fer 
elaborate handling, with window displays- 
usually animated—tying in as a matter «{ 
course. And with the tremendous popularity 
of Mickey Mouse and the other characters 
associated with him it is small wonder that 
the little movie personality is the subject «f 
many displays. One of the best of these was 
a Western scene created by Oscar Knifsund, 
Whitthorne & Swan, Oakland, Calif. This 
display (picture on page 3) showed Mickey 
and his friends grouped around a “general 
store” on the prairie. Mickey played a 
banjo, Minnie blew a harmonica, Pluto 
played a concertina, and the other figures 
all had roles to fill. The animation was 
synchronized with appropriate music. This 
display was unusually successful, receiving 
second prize in the cities under 50,000 popu- 
lation division in the Walt Disney contest 
last year. The same theme was followed in 
the toy department, with both still and ani- 
mated posters on all columns. 

Another interesting toy window was in- 
stalled by Arthur J. Harper, Howland Dry 
Goods Company, Bridgeport, Conn. De- 
voted almost entirely to dolls, the display 
showed a scene from toyland. A _ center 
piece of bright red flowers was used, with a 
cut-out figure of a girl spraying them with 
a watering-pot. The background was of 
three arcs of wall board, each'arc painted a 
different color. At each side of the window 
quaint houses were placed, their steeply 
sloping roofs covered with cotton snow. 

William Arinow, Shillito’s, Cincinnati, 
Ohio, conceived the “doll house” shown in 
the third photograph on page 4. Seventeen 
dolls were posed in natural groups before 
a wall board house painted to resemble 
brick. In the ten windows, each of which 
was realistically curtained, dolls held out 
their arms appealingly to shoppers. Across 
the eaves of the house were cut-out letters 
reading: “We are looking for you to take us 
home for Christmas.” 

A nice way of concentrating attention on 
small gift objects was developed by Val 
Thomas, John W. Thomas & Co., Minne- 
apolis, as shown in the second photograph. 
Wall board was used to form a background 


—Descriptions of these displays are given in 
detail in the article. From top to bottom 
the displays are the work of Arthur J. 
Harper, Howland Dry Goods Company, 
Bridgeport, Conn.; Val Thomas, John W. 
Thomas & Co., Minneapolis, Minn.; William 
Arinow, Shillito's, Cincinnati, Ohio, and C. 
L. Roesch, The Jones Store, Kansas City, 


Missouri— 
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in which three large eccentric circles were 
cut. The outer circles each held a lamp, 
while in the center was placed a floral deco- 
ration. Three plateaus were set before the 
background, with gift merchandise arranged 
conventionally. Suspended from festoons of 
cedar and holly was a mammoth gazing-ball, 
directly over the center of the display, which 
reflected the gifts in miniature. 

Large wall board soldiers guarded each 
column in the toy department arranged by 
C. L. Roesch, The Jones Store, Kansas City, 
Mo. The columns all bore small wooden 
displayers which held individual toys. Large 
drums encircled the posts and provided dis- 
play space at each side. Around the room, 
above the display cases, was a band of 
Santa Clauses and Christmas trees, broken 
at intervals by shadow-boxes showing Miss 
Muffet and other nursery rhyme characters. 

Lothar F. Dittmar, The D. M. Read Com- 
pany, Bridgeport, Conn., designed the attrac- 
tive gift window shown at the top of page 
5. The background was made of two up- 
rights and measured 8 feet high by 6 inches 
deep by 1 inch wide. The uprights had 
rounded ends. The base portion was made 
of three thicknesses, with 1% inches between 
the raw material and a strip of chrome meta! 
covering the wood. Holes were cut at the 
top of the center wooden strip to accommo- 
date three chrome-finished brass tubes which 
were 10 feet iong. The little ornamentations 
on each end of the rods were washers painted 
a bright red. The holly wreath was fastened 
to the center of the bars and a circle cut of 
wall board placed against the back of the 
wreath. This made a very attractive unit, 
with a color scheme of red uprights, chrome 
bars, green holly wreath, light green back 
circle panel, and red ribbon. Against this 
setting the chromium gifts showed to great 
advantage. 

Ray M. Martin, Consolidated Gas Com- 
pany of New York, New York City, chose 
a “checker-board” display to present sugges- 
tions for holiday gifts. This method, always 
good to set off individual pieces of a display 
involving more than one type object, shows 
nine appropriate gifts, each in its own space 
and with its own copy. Christmas bells ex- 
tend from the background at the left, while 
on the right are cut-out and painted heads 
to represent pleased recipients. Actual mer- 
chandise was placed around the base of the 
display. Such a presentation has added 
value, since it may be used first in a window 
and then transposed into an interior display, 
or Vic€ ‘versa. 

Another method of “spotlighting” indi- 
vidual merchandise in a window showing 
many suggested gifts is illustrated by the 
third photograph on page 5. This display. 

[Continued on page 4o] 


—From top to bottom, respectively, these 
displays were created by Lothar M. Ditt- 
mar, The D. M. Read Company, Bridge- 
port, Conn.; Ray M. Martin, Consolidated 
Gas Company of New York, New York City; 
H. H. Hawkins, J. R. Millner & Co., Lynch- 
burg, Va., and L. B. Rosens, now with 
Mear's, ‘Inc., Greensboro, N. C., for the 
Duval Jewelry Company, Jacksonville, Fla.— 
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In the development of modern trends in 
displaymanship, I. E. Safier, architect for the 
Famous-Barr Company, St. Louis, has been 
a consistent pioneer. Safier designs and di- 
rects the display of innumerable items of 
retail merchandising, from buttons to bed- 
rooms, over a selling area roughly equivalent 
to eleven city blocks. In the conversion of 
huge floor areas into unified settings and in 
the creation of small counter and corner 
novelties, his work constantly points new 
directions for displaymanship. 
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Characteristic of his displays—and all of 
them meet the final test of effective sales 
suggestion—are modernism in design and 
utilization to the utmost of modern display 
materials and construction resources. Dur- 
ing the fourteen years that Safier has been 
with Famous-Barr, the “modern” style of 
display design, with its simplicity and bold 
use of curves, lines, and colors, has met with 
complete acceptance by the retail selling 
world. He was one of the first to encourage 
this trend in his earliest displays. Many 
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Famous=Barr Interior Display 
Makes Store Iraffic Respond 


new display materials have had their first 
try-outs in settings for the St. Louis depar: 
ment store. 

At present, his spectacular use of color:, 
in case-backings, in columns, in flooring 
and in large displays such as the famot 
Westinghouse electric kitchen, indicates 
new trend in display development. The elec- 
tric kitchen, for the promotion of appliance 
sales, is a spacious display designed, not as 
model kitchen, but as a commercial demon- 
stration of appliance possibilities. In floor- 
ing and walls, it combines a rainbow of 
colors for an attention-attracting and cheer- 
ful setting. Its design embodies many fer- 
tile suggestions for the shopper and the mer- 
chant, such as the built-in cabinet for 
kitchen radio. 

In another recent redecoration, Safier con- 
verted the entire radio department into a 
display dramatization. In this treatment en- 
larged photographs have been used as murals 
around the department wall. The blow-ups, 
colored and waterproofed for washing, are 
action pictures of all kinds of radio broad- 
casts. The vitality of the wall treatment 
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—Classic simplicity characterizes the cos- 
tume room shown above. Concealed lights 
behind horizontal chromium-trimmed strips 
of sandblasted glass create a rich effect for 
the display recess at the end of the room. 
An especially attractive "sorority house" is 
shown on the left below. The third illustra- 
tion is of a hosiery repair nook constructed 
in a small corner under a stairway— 
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—The sport shop, featuring Martha West 

merchandise, was a hidden stock room until 

Safier converted it as shown here. The par- 

tition is built of wall board. There is no 
glass in the circle— 


—Floor columns were camouflaged to serve 

as neat display racks for the oil-cloth shop. 

The entire back wall of the shop is used for 

oil-cloth bins, the ends of the rolls serving 
as the colorful background— 


—For the radio department Safier used 

blow-ups for murals around the wall. The 

enlargements, colored and water-proofed 

for washing, are action pictures of all types 
of radio broadcasts— 


makes possible an interesting straight-line 
display of radios with a resulting economy 
of floor space. 

A costume room again illustrates the fit- 
ting of the display to the mood of the mer- 
chandise. The simple pink and blue decora- 
tion, relieved by full-length mirrors and 
murals, is a painted finish over expensive 
wooden fixtures which, under the decree that 
the display’s the thing, succumbed to mod- 
ernization. In the display recess at the end 
of the room concealed lights behind horizon- 
tal, chromium-trimmed strips of sandblasted 
glass create a rich illumination effect. 

The sport shop adjoining the costume room 
was a hidden stock room until Safier re- 
moved the doors and opened it to floor sell- 
ing. The huge circular window which sepa- 
rates the sport shop from the costume sec- 
tion serves both as a partition and as a dis- 
play opening. The partition is built of com- 
position board, and there is no glass in the 
circle. 

The oil-cloth shop is an ingenious camou- 
flage of obstreperous floor columns. These 
columns are now neat display racks serving 
as gateways to the shop. The cutting tables 
built out from the columns serve as storage 
bins. The carefully planned illumination 
highlights the silhouette lettering from con- 
cealed sockets, and the display strips from 
overhead fixtures. Here chromium stripping 
is used to give smartness to the otherwise 
plain lines necessitated by the column ob- 
structions. The entire back wall of the shop 
is used for oil-cloth bins, the ends of the 
rolls serving as the colorful background. 

In all of Safier’s display work, there is a 
readiness to accept new display materials 
and convert old materials into new uses. The 
fitting room, of which an entire series was 
created, has wall and wall-partitions of 
Formica with a geometric inlay. This use of 
Formica was one of the first such applica- 
tions of the material. The radiators, in this 
treatment, were brought into the display 
scheme by a metal covering with vertical 
vents. In the “Kitchen Korner” the wooden 
strips used as trimmings in the entrance re- 
cesses and around the shelves were salvaged 
from discarded mouldings. The “Kitchen 
Korner” is an example of a daring use oi 
color to convert a small stockroom into an 
attractive display area. The flooring is a 
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Against this colorful setting the dishes on 
display stand out with an increased promi- 
nence. [Continued on page 33 


bright yellow with an inlaid border of red. 
The shelf backings are in red, with one 
broad band of yellow encircling the room. 
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Dortiand’s Fall Opening 
Again Draws Fuge Ihrong 


The coming of the autumn season opens 
up a new merchandising vista which is a 
welcome relief from the display standpoint. 
The bathing suit and summer wear displays 
are forgotten, at least until the cruise season 
makes its appearance. Displaymen can turn 
to the fall merchandise with new inspiration 
and vigor. 

In Portland, the annual fall opening is a 
real occasion, both from the display angle 





By BERNARD HEIMS 
Lipman Wolfe & Co., Portland, Ore. 


and from that of shoppers. Practically all 
of the principal stores cooperate to make the 
affair memorable as a civic event. A certain 
evening is selected for the formal opening. 
Displaymen rack their brains for novel ideas 
to show to best advantage the carefully se- 
lected merchandise. At an agreed upon hour 
the veiled windows are unmasked and the 
show is on. 

People come from miles around to attend 


the annual opening. Crowds gather loig 
before the time to reveal the displays aix 
mill about on the sidewalk and street. it 
is always necessary to re-route street cars 
around the shopping district on that partic: 
lar night, and extra policemen pour into t) 
area to regulate traffic. 

This year the official opening was held on 
the evening of September 17. Lipman Wolie 
& Co., as in the past two years, again had 
“living” window displays, with thirty beauti- 
ful models presenting the newest fashions. 
The settings of the windows were carefuliy 
designed to frame the apparel so as to bring 
out its most appealing features, and a varia- 
tion of the usual lighting formula was ar- 
ranged to add still more to the effectiveness 
of the parade of the models. The displays 
were handled with restraint, so that nothing 
might detract the attention of the spectators 
from the merchandise shown. 

Eight windows were used for the purpose 
of a dress parade—six facing Fifth avenue, 
plus two corner windows. The presentation 
of living models was so coordinated and 
timed that the movements of a model in 
one window were exactly duplicated in the 
other seven. One model in each window 
walked through, simultaneously with the 
others. At the same time each stepped upon 
a pedestal—the action turning on a thousand- 
watt spotlight focused on each girl. The 
effect was most dramatic. As soon as the 
models had pivoted for several seconds they 
stepped from the pedestals, breaking the 
electrical circuit and turning off the spot- 
lights. Just enough diffused light was left 
on the display to permit visibility and to 
sustain the interest of the crowd. 

Immediately on leaving the windows, eight 
new models replaced those who had been 
on view, and these in turn were replaced 
after their turn in the windows. Each 
model wore a dress or suit, formal or sport, 
and as they rotated through: the windows 
they would put on a coat or wrap suitable 


Qs 


‘ 


oO 


—Bernard Heims used three men's wear win- 
dows for the annual fall opening, two like 
that shown in the top photograph, and a 
formal display in the center. The windows 
were kept distinctly masculine in treatment. 
The backgrounds were of new wood cork, 
knotty pine, and wall board—all left in their 
natural state. Soft browns and tans pre- 
dominated. Large boughs of pine were used 
in the two outside windows, being placed in 
an indirectly lighted niche in each window. 
A bit of realism was injected into the for- 
mal display through the use of a lighted 
street lamp, the standard of which bore a 
street sign— 
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—Eight windows were used for the presen- 
tation of living models whose actions were 
coordinated so that the same scene took 
place in each window at the same time. As 
the modei stepped upon a pedestal a 
thousand-watt floodlight was automatically 
turned on, creating a very dramatic effect. 
The spot was extinguished when the model 
stepped down, leaving just enough light to 
permit visibility. Thirty models displayed 
sixty garments— 


for the apparel they had displayed a few 
moments before. In this manner we were 
able to present sixty garments in the win- 
dows. As the final photograph on this 
page indicates, the crowds justified the 


event. 

The photograph at the top of page 9 shows 
how the windows appeared after the live 
models were replaced by regular display 
mannequins. 

The windows were painted an antique 
white with a frame set 12 inches in back of 
the glass. The frame was in dark maroon, 
pinks, and gold—making a very beautiful 
setting for the models. The corner windows 
were painted in dead white and were en- 
tirely void of any ornamentation whatsoever. 

For the showing of men’s wear we used 
three windows, the two on the outside dis- 
playing suits on a low pedestal, as shown by 
the first photograph on page 8. In the center 
a display of a tuxedo and full evening dress 
was on view. These windows were intention- 
ally kept as masculine as possible. The back- 
grounds were made of new wood cork, 
knotty pine, and wall board—of which all 
were left in their original state. The re- 
sulting effect was a study in very soft 
browns and tans, especially suitable for the 
merchandise and the season. 

Large boughs of pine were used as the 
floral touch in the two flanking windows, 
placed in an indirectly lighted niche at the 
side and rear. A small group of accessories 
was placed before the niche. The men’s 
formal wear display was given a realistic 
touch by the use of a lighted street lamp, 
bearing a street sign. 

The displays for the fall opening not only 
served as prestige builders, but were re- 
sponsible for moving a large quantity of 
merchandise. Once more Portland’s annual 
event has been an unqualified success. 


Movie Features New 
Millinery Heads 

“The Longest Night,” a Metro-Goldwyn- 
Mayer motion picture released this month, 
makes dramatic use of a brilliant new mil- 
linery head introduced a few weeks ago by 
Copeland Displays, Inc., 244 West Twenty- 
third street, New York City. The picture 
deals with department store life. 

The same display heads are discussed in 
the advance trade edition of Vogue, released 
October 15. Completely new in form and 
material, the heads are brilliant in design 
simplicity. They are unbreakable, light in 
weight, and obtainable in thirteen color 
combinations. Samuel Krebs of Copeland 
Displays reports that their acceptance by 
many of the leading stores has been nothing 
short of remarkable. 
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Look To Familiar Materials 
For New Holiday Effects 


The holiday season brings concentrated 
action to displaymen in large stores and 
small. Establishments change their appear- 
ance almost over night. The traditional 
decorations appear in windows and interiors 





By GUY MALLOY 


Neiman-Marcus Company, Dallas 


and the drive for holiday business is on in 
full swing. 

But, from the displayman’s viewpoint, the 
magically transformed store is not the result 
of wand-waving. A lot of thought and hard 
work is behind the sparkling windows and 
the colorful interior. Many display problems 
must be met and solved before a store can 
take on a “Christmasy” appearance. 

Not the least dilemma in which the dis- 
playman frequently finds himself in connec- 
tion with display for this particular season 
is that of the decoration scheme to be fol- 
lowed. Should he use the time-honored 
(and time-worn) red and green, go modern, 
or work out a new plan which will have the 
feeling of the holiday season and at the 
same time give relief from the monotony of 
repetition ? 

We have found the latter thought to work 
out well. Last year, for example, our inte- 
rior and window decorations made full use 
of the customary symbols of the season, 


—The snow-white Christmas tree was made 

entirely of white ostrich plumes, graduated 

in size so that a conical effect was obtained. 

The drooping fronds resembled snow-laden 

branches. The tree was set on the landing 

of the stairway at the end of the main aisle 
of the first floor— 


yet through the use of innovations we gc 
away from, the usual effect. 

Note the snow-white Christmas tree. | 
had all the appearance of a spruce lifte: 
bodily from the depths of a Northern foresi, 
feathery branches heaped deep with snow 
Yet the tree was made in our own displa 
department of white ostrich plumes, gradu 
ated in size so that the conical effect of an 
evergreen was obtained. The droopin; 
fronds of the plumes were very realistic. 
The central support to which the feather; 
were attached was also wrapped in ostrich 
plumes. The usual Christmas tree ornaments 
were suspended from the “branches” and a 
beautiful spectacle resulted. This particular 
tree was placed on the landing of the stair- 
way at the end of the main aisle on the 
first floor. Behind it were banked natural 
cedar boughs, with the words “Merry 
Christmas” in cut-out letters covered with 
flitter. This form of interior decoration has 
increased display value, since the idea car- 


—The interior of the Neiman-Marcus Com- 
pany store for the 1935 holiday season was 
decorated in a color scheme of blue and 
white. Natural cedar boughs were used ex- 
tensively, but each bough was sprayed with 
white paint. Each cluster of cedar was 
illuminated with blue lights— 
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—The top of the gift cart was made of 
pleated cellophane covered with small blue 
stars. The three supports and the handles 
were made to resemble peppermint sticks. 
The base and wheels were in blue and silver. 
The mobility of the cart made it easy to 
move from department to department, as 
required— 


—In gift windows, Neiman-Marcus utilized 
ostrich plumes extensively to tie in with 
interior display. The lingerie window shows 
how the plumes were arranged up on side 
and over the top of an opening in the 
center background. The opening was cov- 
ered with a white venetian blind, indirectly 
lighted from each side— 


ries out the holiday atmosphere, while the 
novelty of the tree impresses shoppers at a 
glance. 

The entire interior of our store was deco- 
rated in a blue and white color scheme 
which was very attractive and caused many 
shoppers to compliment the management on 
its beauty. Natural cedar boughs were used 
for most of the trim, but again we sought to 
get away from the customary by spraying 
each bough with white paint. Festoons hung 
from each pillar, while bushed boughs stood 
as miniature Christmas trees on ledges and 
counters. Each cluster of cedar was studded 
with blue lights, making a most unusual 
winter scene. A view of the main floor is 
shown on this page. The gift cart in the 
background is discussed elsewhere in this 
article. 

On the cover of this issue is shown one 
of the Main street windows of Neiman- 
Marcus during the 1935 holiday shopping 
season. Here again our color scheme, in 
which white played such a prominent part, 
showed its value. A pure white background 
of corrugated display material was used, 
with small cut-out script letters forming a 
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greeting. The letters were covered with 
flitter. In the left background were candles, 
arranged in stairstep formation, and lighted 
individually with ‘“candle-flame” lamps. 
These candles were made of display mate- 
rial, curved as needed, and flitter sprayed. 
White ostrich feathers gave the appearance 
of a snow-clad tree. Three mannequins 
dressed in ermine coats were in the window, 
one in a dark formal standing out especially 
well in silhouette against the background. 
Around the stand in the center were piled 
gift packages wrapped in white cellophane. 
At the extreme right was a shadow-box in 
a column to display accessories. A similar 
column was at the left, although looking at 
it from the angle at which the photograph 
was taken it is practically hidden by the 
ostrich plumes. 

We built a novel “gift-cart” for use dur- 
ing the 1935 holidays and found that it was 
a fine stimulant to gift sales. The cart was 
easily moved around into different locations 
and brought the suggested gifts out into 
the open where customers could handle them 
—always an aid to selling. The top of the 
cart was made of pleated cellophane covered 
with tiny blue stars. The three supports and 
the handles were made to represent pepper- 
mint canes. The base and wheels of the cart 
were in blue and silver. Larger gifts were 
attractively boxed and wrapped and placed 
on the floor about the gift-cart. 

Ostrich feathers were again called on for 
a series of Christmas gift windows, among 
which the lingerie display shown below was 
probably typical. The plumes were arranged 
up the right side and over the top of a 
large opening in the center background, the 
feathers looking like branches of evergreen 
piled high with snow. The opening was 
covered with a white venetian blind, lighted 
indirectly from each side. In a Victorian 
drape across the right was a sweep of cello- 
phane. The background itself was of a 
white corrugated display paper. A pedestal 













white 


material 
boudoir lamp. Three mannequins clothed in 


of the same supported a 
while 


used to 


lingerie were in the foreground, 
groups of the merchandise were 
complete the display. 

I suppose we were lucky in our search for 
“something different” for last year’s holiday 
decorations, since white ostrich plumes 
played such an important part in what we 
finally used. However, the color scheme of 
white and blue broke away from the tradi- 
tional red and green, and made it possible 
for us to obtain some really excellent deco- 
rative effects, both in the windows and on 
the interior of the store. Quite often the 
solution to a display problem lies very close 
at hand, and we certainly found this to be 
true. 
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Streamlined Backgrounds 
=—Why Not? 











Backgrounds — interesting, valuable and 
helpful in many ways, are wielding a power- 
ful influence in the development of the win- 
dow display as an important phase of com- 
mercial progress. 

The new thought in modern business is 
beauty appeal. And the one element in the 
new beauty appeal which is proving most 
interesting to the public is .. . streamlining. 
Automobile manufacturers who have used 
streamlining on their models have pulled 








By LEW J. BLUMBERG 
Zachry's, Atlanta, Ga. 


their business “out of the red” and placed 
it back upon the concrete highway of suc- 
cess. Producers of many other commodities, 
some of which have been believed in a dod- 
dering old age if not actually with one foot 
in the commercial grave, have rejuvenated 
sales by redesigning and streamlining their 
containers and packages. 

In the field of railroading, interest aroused 
in the streamlined locomotive, coupled to 
air-conditioned trains, has in a brief period 
of three months changed a deficit amounting 
to $16,000,000 into a net profit of $13,000,000. 

This does not mean that streamlining the 
window display background will do for the 
retail store what streamlining the locomo- 


—The plastic material used for these 

backgrounds hardens without shrinking or 

cracking. A wide variety of relief work, 

artistic designs, and new streamlined ef- 

fects is made possible through the use of 
this material— 


—All the materials needed for back- 

grounds of the type shown here can be 

stocked with a minimum of financial out- 

lay and a maximum of lasting ability. 

Requirements: wall board, strips of wood 

for backing, plastic material, and display 
colors— 





Y 


tive has done for the railroads. But it dox 
mean that streamlining the display bac! 
ground will help put the store in pace wit 
modern times. Why not, then, give it a tria!? 
For, after all, the chief function of the 
window display background is to help dran 
atize merchandise. If this were not the 
case, the blank walls of former days woul 
suffice;window displays would still be a: 
unimportant part of advertising. 


=) 


Shown herewith are a number of easily 
constructed backgrounds in which the design 
and decoration are modern and streamlined. 
They can be built by any competent display 
manager in his workroom during spare time. 
They are inexpensive. They can be redeco- 
rated and used over and over, with different 
merchandise and at different seasons of the 
year. 

These designs are first roughly outlined, 
then drawn to scale. They are next cut from 
wall board, edged and backed with some 
light wood where reinforcing is necessary 
to help them retain their shape. Finally, 
they are covered with plastic material to 
permit surface treatment and colored with 
display card colors, which can be easily 
washed off at any time should a new color 
combination be required. 


The plastic material used for these back- 
grounds is the same as that used on walls 
by interior decorators and will harden with- 
out shrinking or cracking. It is used for 
the same reason on a background as on a 
wall ... to relieve the dead monotony of a 
plain surface. A wide variety of relief work, 
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artistic raised designs and new streamlined 
effects is made possible through the use of 
this material. 

It can be applied with a sponge, hand 
palm, trowel, rolling pin, whisk broom or 
paint brush, each of which will produce a 
different effect. 

A sponge, for example, will produce a 
rough surfacing, and a whisk broom puts the 
finishing touches on this. As a matter of 
fact, these two homely implements are all 
hat the average display manager will re- 
quire to produce an almost endless variety 
of new plastic treatment effects. 

Among the finishes which can be applied 
with this plastic material are partly smooth, 
Early English, the palm finsh of Early 
italian, and Mediterranean stone finish. One 
can also simulate a Moorish or a Pom- 
peiian effect with the aid of stenciling. 
Colonial, Gothic and fantastic treatments of 
such backgrounds are all readily possible. 

In colors, ivory in its many variations 
from light parchment of a yellowish or pink- 
ish cast to a leathery tan, makes perhaps the 
best background for other colors. Pale 
greens and bluish yellows come next. After 
these follow the pinks, ranging from shell to 
pale raspberry. 

Many desirable color combinations are 
available to the display manager with the 
use of this type of background. One good 
color scheme is mauve and peacock blue. 
Silver and black go well with both of these 
color combinations. There is a peacock ef- 
fect to be obtained by combining light green 
and dark blue which is, to say the least, un- 
usual. It should be “welded” by a bit of 
pale orange, copper or silver. 

In short, the display manager with this 
type of background, plus a little imagination, 
has virtually unlimited possibilities for de- 
sign, decorative effects and coloring. 

It has: (1) adaptability, (2) simplicity of 
construction, (3) durability, (4) low cost. 

All of the materials needed can be stocked 
and kept on hand—wall board, strips of 
wood for backing, plastic material and dis- 
play colors—with a minimum of financial 
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outlay and a maximum of lasting ability. 

As for durability, display backgrounds so 
constructed will last for years, may be 
stored in a small space in the basement or 
vacant room, can be retouched or repainted 
in new color combinations when needed, and 
can be used over and over again—in differ- 
ent windows, with different merchandise and 
at different times. 

The cost, of course, is low as compared 
with that of purchasing backgrounds of 
various types. 

With this type of background, the display 
manager is free to use his imagination. He 
need not be bound by anything save the 
laws of good taste in art and design. He 
can, on a surprisingly low budget, create 
and build backgrounds that will reflect the 
spirit of the times and the progressiveness 
of the firm for which he works. 

He can, by streamlining to meet his par- 
ticular needs, produce backgrounds that will 
not only fit the merchandise that he wishes 
to accentuate, but go one step further and 
actually help sell it. 





"Window Larceny" Case 
Results in Conviction 

E. S. Dayan, part owner of the Fifth 
Avenue Linen Store, New York City, on 
September 15 paid a fine of $500 in the 
Court of Special Sessions after being con- 
victed of “window larceny.” Dayan was 
charged with false window display adver- 
tising. It is alleged that he advertised pure 
linen handkerchiefs at 19 cents each in his 
window, but that shoppers were sold cotton 
ones instead. Dayan was given the alterna- 
tive of sixty days in jail in lieu of the fine, 
but chose the latter. He was acquitted on 
another charge of false advertising in con- 
nection with using a “going out of business” 
window card. 
































James Davis Dies 
Of Heart Attack 

James Davis, for the past several years 
employed in the display department of May- 
Stern & Co., Cincinnati, Ohio, died suddenly 
Friday morning, September 18, of a heart 
attack. Davis, a World war veteran, was 
49 years old. He was unmarried. 




















Practically any desirable color combina- 
tion is available with the plastic used for 
these displays. The versatility of the treat- 
ment is limited only by the ability of the 
displayman— 









—Note the interesting effect of the back- 
the display for 






ground in Algonquin 


Color or form can be varied to 






shoes. 






suit any requirements— 












—The plastic can be applied with a 
sponge, palm of the hand, trowel, rolling 
Each 


method produces a different effect— 






pin, whisk broom, or paint brush. 
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The Bet Display Problem 
of a Famous store 


By R. P. LAPOINTE 
John Wanamaker, Inc., Philadelphia 





Parents have their problem child; display 
managers have their problem window; but 
we here, at the John Wanamaker men’s store, 
have mezzanine show windows to confront 
—fifteen of them, visible both from the 
street and from inside the store. Undoubt- 
edly this is a pleasing architectural feature, 
but it is a display headache. 

I know of several other stores that have 
similar mezzanine display windows, but ow- 
ing to certain physical features, such as nar- 
row streets, they can afford to be overlooked, 
either by being painted out, by showing large 


rugs, or by just ignoring them completely. 
We can not do any of these things. 

We front on an unusually wide street, 
appropriately known as Broad street. To the 
passersby our mezzanine windows are as 


—Mezzanine show windows are difficult 

to handle successfully. Wanamaker's solu- 

tion is to keep the merchandise flat and 

to use illuminated shadow-boxes with mer- 

chandise used sparingly, but with poster- 

like pictures and lettering to tell the 
story— 


readily seen as our street level windows. Ac 
cordingly, we exert every effort to get “ey 
appeal” into these upper windows. All di: 
plays must be planned two-faced, for thes 
mezzanine windows have glass on either sid: 
facing the street and into the store. Eac 
window is about 5 feet wide. 

It is common knowledge with displayme: 
that such overhead windows are difficult t. 
handle. Spectators, standing below, get 
distorted view of merchandise and also ca: 
see the under-side of props and furnitur: 
We find the solution is to keep merchandis 
flat and favor the use of illuminated shadow 
boxes with merchandise pinned to the back 
wall. 

Because of the sweeping view of the stor¢ 
front, we strive to keep our displays uniform 
in appearance without becoming monotonous, 
and pay particular attention to this theory 
at times of seasonal changes. The photo- 
graph shows our treatment of these upper 
display windows for the season of fall, and 
how our street level windows completed a 
uniform tie-up on the opening week of the 
season. 

The other photograph shows a college shop 
treatment for our women’s sportswear de- 
partment, which occupies one complete floor 
of our men’s store. This display was de- 
signed by our display department and made 
by the mechanical department. It features 
two sections of brick wall, separated by a 
realistic wrought-iron gate. The shadow- 
boxes set in the wall have, as backgrounds, 
enlarged montages of college pamphlets, pho- 
tographs, and publications. 
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A Christmas Display Theme 
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of Singular Beauty 


Sometimes a display theme which is 
frankly non-commercial in spirit and treat- 
ment proves to be an exceptionally powerful 
builder of good-will, and, paradoxically, of 
ales. Shoppers appreciate an occasional 
recognition of the fact that they are human 
individuals and not simply an outlet for the 
sale of merchandise. An advertisement or a 
lisplay which is utterly devoid of a commer- 
cial motive may have more lasting value than 
a dozen of the other type. 

Such is the case with the theme chosen 
jast year by Ungar, Inc., Portland, Oregon. 
The people of that city talked about their 
holiday displays for weeks. This unique 
Christmas display—or more properly, the 
Christmas setting, since its novelty lay in its 
very lack of the usual idea of display—made 
a lasting impression through its atmosphere 
of quiet, restful beauty and expression of the 
true Christmas spirit. 

“Tt is a thrill to shop here,” or “it actually 
brought tears to my eyes,” and “it makes me 
realize that Christmas isn’t all tinsel and 


—R. E. Pritchett, display manager, and L. 
W. Delano, display artist, Ungar, Inc., 
Portland, Ore., were responsible for the 
cathedral-like atmosphere of their store 
during the 1935 season. The beauty and 
restrained handling of their Christmas treat- 
ment came in for unstinted praise from 
hundreds of shoppers. Above is shown how. 
they converted the interior of the establish- 
ment. At the end of the aisle is a splendid 
reproduction, by air-brush on canvas, of the 
“Sistine Madonna." Below is one of their 
principal window displays. A complete de- 
scription is given in the article— 





fir trees and holly wreaths” were among the 
comments heard in the store above the sub- 
dued music of carols and classical selec- 
tions which were broadcast over the ampli- 
fying system. Ministers wrote their appre- 
ciation and praise for the restrained feeling 
and taste with which the holiday theme was 
handled. 

The photographs illustrate how the Gothic 
cathedral motif was used for the windows 
and main floor. Every detail was planned 


and built in the display department by R. E. 
Pritchett, display manager, and L. W. Delano, 
display artist. 


On the main floor fifteen 


arches spanned the floor pillars, with eight 
similar arches set around the upper walls. 
These were made of wall board, coated with 
rough plaster and painted the green of the 
store interior. Directly facing the entrance 
was a large and splendidly executed repro- 
duction of Raphael’s “Sistine Madonna” (8 
feet by 12 feet) and opposite the elevator 
on the south wall was “The Boy Christ in 
the Temple,” by Hoffman. Both masterpieces 
were beautifully and faithfully carried out 
as to color and detail by Delano, using an 
air-brush on canvas. Each wall arch framed 
[Continued on page 36] 











a 


ee 


DISPLAY WORLD 


A Stein Sons” to the Tune 
of 3.000 Displays 


By JOSEPH M. KRAUS, Advertising Manager, 
A. Stein & Co., Chicago 






A decided change has taken place within 
the last few years in the styling of men’s 
accessories. Items such as garters and sus- 
penders—which were formerly considered 
staple—have now become style items and 
men are changing them with the season, 
instead of just replacing them when they 
wear out. 

A. Stein & Co. sensed this trend several 
years ago and has made every effort to go 
beyond the manufacture of quality products. 


If you wore your 
garlers around your neck 





The company has manifested a real interest 
in doing a selling job for the merchant, in- 
stead of a selling job to him. So current 
advertising is devoted ta the task of empha- 
sizing the trend toward style in accessories 
—thus aiding the merchant in moving mer- 
chandise. 

As a consequence of adapting the seasonal 
selling idea to garters and suspenders, deal- 
érs throughout the country are reporting 
increased sales. Every merchant knows that 
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if he has merchandise that is proper 
styled, he still requires a medium throug! 
which he can tell, effectively, his customer 
that he has the goods they want. 

Obviously, very few dealers use a grea 
deal of newspaper advertising. Most o 
them rely on distinctive, sales-compelling 
window and counter displays. Because o 
this, Paris has gone to great lengths in pro 
viding display material, such as is illus 
trated, which not only sells Paris products 
but features all seasonal merchandise which 
the dealer carries. The measure of succes 
that has attended this unselfish type of effort 
can be best attested by the fact that progres- 
sively more merchants are cooperating each 
season in connection with this Paris plan 
of seasonal selling. 

It is estimated that over 5,000 individual 
window display installations will be required 
to take care of the demand along this line 
this fall. 

It is evident that through the use of these 
exhibits, the fine styling and seasonal appeal 
of all merchandise offered by the dealer is 
effectively portrayed by suggestion, rather 
than by illustration. 

Since Paris advertising for the autumn 
season, 1936, is reaching the men in over 
20,000,000 families through the use of 
twenty-two national magazines and news- 
papers in sixty-five cities, it ‘is clear that 
alert merchants will cash in_ profitably 
through the use of these effective Paris ex- 
hibits. The combined force of national ad- 
vertising, plus the novel reflector displays 
shown with this article, will beat a clearly 
defined path to sales. 

We are more than pleased with these dis- 
plays which are being currently distributed. 
In pre-campaign tests the displays proved 
so effective and attention-arresting that we 
did not hesitate in selecting these particu- 
lar exhibits. They proved their worth by 
profitably increasing business without con- 
sumer advertising—hence it is evident that 
with the additional force of consumer pub- 
licity they will prove still more productive. 

Two similar displays are used for the pro- 
motion of Paris suspenders and _ garters. 
Each is attracting unusual attention in men’s 
stores. The garter display is shown above. 


—Paris garters and suspenders are dramati- 
cally presented as style merchandise through 
the use of novel reflector displays. The 
illustrations and lettering on the back of 
the frontpieces are executed in reverse posi- 
tion, making the reflections appear "right 
side up.’ A Paris fall window exhibit which 
is finding much favor among dealers is 
shown at the left. It presents fall accessory 
stylings— 





On 
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—A reflector, display shows the feminine 

shopper at a glance just which Hockory 

foundation is designed for her particular 
requirements— 


The illustrations and lettering on the back 
of the frontpieces are executed in reverse 
position, making the reflections appear 
“right side up.” It is a simple trick, but 
very effective. The frontpieces are litho- 
graphed, both sides, on heavy cardboard. 
The balance of each display is polished mir- 
ror and genuine walnut. Actual garters and 
suspenders are shown. 

Another display, also illustrated, is our 
Paris fall window exhibit which is being 
widely used because of its unselfish and dig- 
nified presentation of complete fall acces- 
sory stylings. The wood-effect pedestals 
and brilliantly tinted autumn leaves lend 
themselves to innumerable adaptations, the 
success of which we are already learning 
about in rising sales volumes. 

The reflector display idea proved so very 
successful that the same principle was 
adapted for sales-helps on some of our other 
products. The display for Hickory founda- 
tions dramatically presents and emphasizes 
the complete foundation-wardrobe idea 
which we are now stressing in our newspaper 
and magazine advertising—it reveals at a 
glance the three types of garments for the 
three styles of outer clothing. 

At the rate these displays are being or- 
dered out and used, they should prove to be 
one of our most productive and attractive 
sales-helps. 





Attorney General Warns 
Merchants 

A warning has been issued by Homer S. 
Cummings, attorney general, to merchants 
who propose publicly to display posters 
showing what part of the total cost of mer- 
chandise is created by federal tax. One 


interpretation of the warning was to the 
effect that no such posters should be exhib- 
ited, while another was that if the posters 
were used the amounts shown as going for 
federal taxes must be absolutely accurate in 
all cases, lest a federal law be violated. 
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Phone Company Uses Natural 
Display Tie-Up 

The revival of the automobile road race 
for the George Vanderbilt cup, held in the 
newly built Roosevelt Raceway at West- 
bury, Long Island, on October 12, provided 
an excellent opportunity for the New York 
Telephone Company’s advertising depart- 
ment to tie-in with the theme of speed. 

The subject is a natural for telephone 
service, of course, and there was no strain- 
ing for a connection (no pun intended) as 
is so often the case in attempting to hitch 
a product or service to a news event. 

For some weeks prior to the race, an ani- 
mated reproduction of the Roosevelt Race- 
way, which was designed by the New York 
Telephone Company and built in its display 
shop, was shown in the windows of several 
of its business offices in New York City. 

The display was 8 feet wide and slightly 
more than 5 feet high. It accurately pic- 
turized the four-mile road-race course, with 
its sixteen long and short radius turns and 
its twelve straightaways. Tiny racing auto- 


mobiles on a concealed chain flashed around 
the raceway, giving it the eye-catching ele- 
ment of motion so much to be desired in ali 
Additional 
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racing drivers, arranged on the columns 
supporting the raceway. 

Across the top of the display was the 
single word, “Speed!” At the bottom was 
the caption: “Speaking of speed, the aver- 
age time required for a long distance con- 
nection is now less than one minute and a 
half.” The display and its mechanism is 
shown below. The chains were driven by a 
small motor which does not appear in the 
illustration. 


Chicago Ciub Stages 
Vice-president Night 

Members of the Chicago Display Club met 
Monday night, September 14, to honor Carl 
Gestrine, vice-president, who presided dur- 
ing the absence of Robert O. Johnson. Ges- 
trine is with Butler Brothers. The display- 
men were welcomed by C. D. Southard, man- 
aging director of the same firm. 

Talks were made by R. J. Thain, presi- 
dent, Federated Advertising Club, who spoke 
on “The Purpose of Display and Advertis- 
ing,” and by -J. L. Culver, who discussed 
“Value of Display as Attached to Store 
Atmosphere.” After the regular meeting the 
club members were taken for a tour of two 
of the merchandise floors. 


ROOSEVELT 
RACEWAY 


SPEAKING OF SPEED. the average time 


required for a long distance connection 
is now: less than one minute and a half ! 








—ihe illustration shows o motion display featuring the auto races at Roosevelt Raceway, used 
by the New York Telephone Company as a tie-in with the idea of speed in ‘phone service— 
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Must Sell More 


By W. L. STENSGAARD, President,* 


W. L. Stensgaard & Associates, Inc., Chicago 


First, let us establish the fact that the 
human mind thinks in “pictures” and not in 
words. The mind translates into picture 
form that which it sees or thinks. It has 
also been said by the Department of Com- 
merce that the sense of sight determines as 
high as 87 per cent of purchases. There- 
fore, I believe we should all be somewhat 
concerned about the “pictures” or displays 
we place before people when we ask them 
to respond with purchases. 

Dun and Bradstreet through their analysis 
indicate that “competition” in itself is re- 
sponsible for only 3.9 per cent of failures 
among independent stores. The real causes 
for such failures are “lack of ambition, in- 
adequate capital, slovenly store-keeping, 
wrong merchandise and lack of definite con- 
trols.” What independent retailers need 
most is practical help with modernization. 
This does not only mean in the appearance 
of the store or with practical equipment, but 
it means modernization of promotion meth- 
ods designed to sell more profitable goods; 
aggressive methods, better cost accounting, 
better inventory control, and always a more 
interesting and better picture for customers 
to see. 

In the United States there are about 57,000 
drug stores. This means perhaps a quarter 
of a million drug store display windows, 
passed by millions of people each day. Such 
circulation is tremendously valuable only 
when we do something about it. What story 
are these windows telling to this vast daily 
circulation? Is the story sufficiently impor- 
tant to be of interest to a substantial per- 
centage of these passersby? 

Advertising or display can only bring re- 
sults in direct ratio to its ability to com- 
mand attention. This means people must 
first give a casual look and in that glance 
see sufficient to become interested, perhaps 
to the point of slowing down or stopping. 
Only by causing the proper ratio of interest 
through attention value can we sell the 
proper percentage of people who are our 
daily circulation in the street, on the side- 
walk, or in the store. 

I wish to go on‘record with the belief that 
in these quarter of a million drug store 
windows there exists one of America’s 
greatest economic wastes. A definite waste 
because they do. not bring the owner the re- 
turns to which he is entitled. Thus, a waste 
which reflects itself into the cost of distri- 
bution, actually increasing the costs of 
goods we buy. It is further my belief that 
the difference between the value of mer- 





*“From an address given before the National 
Association of Retail Druggists convention, Pitts- 
burgh, Pa. 


chandise is very much in the retailer’s favor. 
I do not believe that the compensation re- 
tailers can receive for merely the placing 
of goods behind glass can compare with the 
dividends which would be paid the same re- 
tailer provided he made the sensible invest- 
ment in dramatic displays which sell goods 
people want and on which he makes the 
right profit. It is my experience with 
America’s leading stores from coast to coast 
in most all branches of distribution except 
drugs and foods, that the value of window 
display space is so highly regarded that it 
can not be purchased or made available for 
goods or ideas that are not in keeping with 
a practical and profitable merchandising 
calendar. 

Window displays are so valuable not alone 
from the manner in which they reflect the 
character of the store to the public but from 
the actual results they produce, that they 
can under no circumstances be rented like 
so much “billboard” space for the purpose 
of bringing the store a blanket revenue. Of 
course, if a store or organization does not 
have the ability or the method by which to 
make window display space produce suffi- 
cient sales to bring about the right value 
then there may be some justification for dis- 
posing of the space and collecting in terms 
of rental. Because of my experience in this 
profession I can see no reason that justifies 
such procedure except the absolute ignorance 
of that which enters into good dramatic 
“merchandise presentation.” I can only add 
that facts prove such drug store chain dis- 
plays are not attracting or stopping people 
because they lack the showmanship required. 
Thus they can not be expected to sell goods. 

In observing display promotion carefully, 
I see definitely three types as follows: Class 
C,.- Ordinary ;” Class “B; “Neat: .and° Or- 
derly;” Class A, “Dramatized Display.” 

Ordinary display is amateurishly done or, 
in other words, is the old-fashioned type 
where stores believe that by crowding every- 
thing possible into the window they have the 
best average chance of selling everything. 
Many chains and syndicates continue to use 
this method and force their stores to “pile 
the merchandise high.” Their reasons are 
that they charge a certain fee for a certain 
square foot of space and the more they pile 
it, the more they collect through some 
method or other in window rental. Facts 
prove that from both an operating cost for 
time involved including shrinkage and mark- 
downs for merchandise damaged, this is 
expensive. However, the great loss comes 
by reason of economic waste—the display 
does not attract atention, neither does it stop 
people and therefore it can not sell goods. 





Yet because some stores using this method 
continue to show a profit they believe that 
everything they do, including display, is dei- 
nitely right. 

The neat and orderly type of display is 
that where, because of policy of the store 
and respect for windows, good taste is used 
in placing the merchandise neatly and in 
changing the display often. True, this is 
much better than the “ordinary” classifica- 
tion. It is at least an opportunity to show 
merchandise in such a manner that it ap- 
pears to have value, it is somewhat easy to 
look at, and no doubt causes less shrinkage 
and mark-downs. This is the method most 
generally employed today by the medium or 
better class department stores with, of 
course, the occasional injection of a special 
selling event that may call for a bit of 
showmanship. 

Dramatized display is the type of display 
that not alone shows the merchandise but 
dramatically portrays and emphasizes the 
utility and style or need for the goods. 
Again, we say the human mind thinks in 
pictures and not words. “Dramatic” dis- 
plays become a clear picture from which the 
consumer can most quickly obtain a com- 
plete mental impression through the eye. 
Advertising has value only in relationship 
to the definite impressions it makes and 
leaves on the reader or observer. Thus 
people become “circulation.” “Dramatized” 
display becomes the most effective medium 
by which to reach the most people and 
cause them to have the most specific impres- 
sion of what we are attempting to tell or 
show. 

Millions of persons passing thousands of 
windows every hour of the day in this land 
may be divided into three types: All those 
who pass the window may be classified 
“billboard type of circulation.” Those who 
pass and actually look at the windows; 
those we can term as “interested shopping” 
circulation. The “buying” circulation are 
those who are actually stopping to shop the 
display. All circulation is valuable only in 
ratio to our ability to conquer it. This is 
determined by the ability of the window to 
do a dramatic selling job. 

There are several things which can affect 
the three types of circulation: The size of 
the city, the location of the store, weather 
conditions. Store locations are selected be- 
cause of circulation—the more circulation 
the more valuable the location and the 
higher the rent. Therefore, we pay fo: cir- 
culation whether we do anything about ‘t or 
not insofar as displays are concerned. 

In order to have a more complete p: ture 
gained through an unbiased study, we ‘ave 
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Display 
Dramatized Display 


CHART D 
Comparative Value Per Window of Display Circulation by Type of Circulation 
° Val 

Per fn BF 
Per week 

Ordinary Display 247,968—Billboard type circulation valued at billboard 
average cost $1.25 per M. circulation Approx. $308.00 
Neat and Orderly 291,600—Billboard type circulation...........Approx. $365.00 


301,236—Billboard type circulation..... 












......Approx. $375.00 





Ordinary Display 


Yeat and Orderly 
Display 
Dramatized Display 


49,680—Shopping circulation (who actually looked). 
Valued only at average cost of magazine 
circulation cost approximately $3 per thou- 
{ Sand, Per Pager.” i. ok ee ee 


81,144—Shopping circulation . 


122,976—Shopping circulation 


..Approx. $150.00 
..Approx. $243.00 


..Approx. $370.00 





)rdinary Display 


Neat and Orderly 
Display 
Dramatized Display 





4,392—Buying circulation 
value 1%4c each or $15 per M........Approx. $ 60.00 
12,888—Buying circulation 


25,632—Buying circulation 


(who actually stopped) 
..Approx. $195.00 


..Approx. $385.00 








gained these facts that may assist in your 
analysis of your own display problem. Win- 
dows located in several cities were selected 
so that they would receive approximately 
the same amount of “billboard” type circu- 
lation. Windows of different types located 
in the same business section, many in the 
same block, were studied. All were sur- 
veyed during the shopping hours of the day 
and under similar weather conditions. These 
factors governing circulation being equal 
for all windows surveyed, we have two re- 
maining factors: kind of merchandise on 
display, and the type of display. We com- 
pared these by selecting windows displaying 
different merchandise and using different 
methods of presentation. 

In comparing the “buying” type of circu- 
lation as created by the “dramatized” dis- 
play versus that of the same circulation of 
the “ordinary” display, it was found that the 
dramatized window actually stops almost 
three times as many people. A comparison 
of the “buying” circulation of the drama- 
tized display versus the “buying” circulation 
of the “neat and orderly” display revealed 
that the dramatized display wins by doing 
actually twice the job of stopping people. 
The question can only be “Is it worth it?” 
The answer obviously is “Yes!” 

With every factor governing circulation 
being equal, except the method of presenta- 
tion, the study proves that the dramatized 
display is the only method of presentation 
which will convert this vast amount of “bill- 
board” type of circulation into the proper 
percentage of “interested shopping” or “buy- 
ing” circulation. 

Chart “D” indicates the dramatized dis- 
play circulation value per window per week 
to be about $375. Few, if any, stores make 
such an investment in their display setting. 
This would mean about $3,750 per week for 
a store with ten windows with this amount 
of circulation. Many stores today operate 
their windows on an expenditure as low as 
$1 to $5 per window per week, including in 
this display salaries, display properties and 


perhaps rent for display space. 

The big problem with drug stores seems 
to be a development of a worthwhile display 
policy and plan. Of course, independent drug 
stores can not afford a full-time display 
management such as is the policy of medium 
and large clothing, shoe, and department 
stores. Therefore, there should be some 
method of group service that will bring 
about the desired results without adopting 
the inadequate methods of chain stores. This 
is perhaps easier to say than to do. I be- 
lieve it requires the honest consideration of 
drug store executives and immediate atten- 
tion. Much assistance will come from all 
sources of cooperation once the proper pol- 
icy has been established. Reliable display 
installation services can be of substantial 
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assistance once they know that the store is 
interested in obtaining dramatized display 
for the purpose of selling more goods. 

This problem is of such vast importance 
that I believe your association is the only 
one that can handle it properly. After the 
right policy is adopted by the association, 
plans can be developed and handled through 
district and local groups. This to me is the 
opportunity of a lifetime for drug stores to 
really capitalize on the tremendous traffic 
they possess. It is the opportunity also to 
merchandise the windows with proper goods. 
Department of Commerce figures show~that 
drug stores do approximately 22 per cent of 
their volume in tobacco sales, approximately 
20 per cent in fountain sales. This leaves 
about 58 per cent of the volume to be done 
on other lines. Display promotion should 
be allotted on a sane merchandising basis 
which will capitalize fully on seasonal de- 
mands and allow for the promotion of lines 
that bring sales results with better profit to 
the store. 

This economic waste of inefficient drug 
store displays has been so generally ac- 
cepted for so many years that it will be 
extremely difficult to develop sufficient con- 
fidence in a large enough group to get the 
right consideration for the new plan. I 
hope, however, that there is ample evidence 
in this presentation to cause you to do 
serious thinking, individually and _ collec- 
tively. Thus you can possess one of the 
strongest and most effective of all selling 
media at the lowest possible cost to sales, 
all for the purpose of increasing the char- 
acter, good will, volume, and profits of your 
own store. Your present general display 
policy can not and will not endure; but it 
will require more than casual attention to- 
gether with America’s best intelligence on 
the subject of promotion and display to 
bring about the change that will serve you 
best. 








—It is no novel sight to see the office of an installation service full of familiar trade marks on 
lithographed displays. But when the trade mark comes to life and poses along with the lithog- 


raphy, it is something different. 


Here, for example, is "Silver Dollar Brady" in the flesh, ‘com- 


plete with horse, photographed in the office of the Sellinger Display Service, 3009 North Grand 


avenue, St. Louis, Mo. 


The Sellinger company installs all the displays for Seagram-Distillers 
Corporation in the St. Louis territory— 
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Securing Acceptance 
For A New Product 





Johnston’s Instant Fudge was introduced in 
November, 1934. The product was brand 
new; no one had ever heard of it; it was 
revolutionary ; it had several uses. 

To acquaint people with this new product 
and influence its sales was a considerable 
problem. Experiments had proved that if a 
fudge candy, a fudge cake icing, or a cup 
of hot chocolate were made from Johnston’s 
Instant Fudge a repeat purchase would be 
easy. However, it was the original purchase 
in which we were primarily interested. 


ae 





By R. P. OLMSTEAD, Advertising Manager, 
Robert A. Johnston Company, Milwaukee 


We made up an attractive bag of red, 
white, and black, with bold letters and as 
much explanatory copy as could be accomo- 
dated in a design. The package had counter 
and shelf appeal. 

Next we designed a counter card around 
which the bags might be stacked. This card 
read, “Just add boiling water for a perfect 
candy.” It was done in the same colors as 
was the bag. 

A similarly colored window strip with 
much the same copy was supplied along with 
the card in each carton of twelve bags. 

This material, tied together as it was, 
tended to make a special out of the item and 
because of its newness received a very grati- 
fying display in about 90 per cent of the 
stores to which it was distributed—and this 
included most of the important chains in the 
country, the best independents, and depart- 
ment stores. But to show that the claims 
which we made for this product were sound, 
we conducted demonstrations in nearly all of 
the leading metropolitan stores. There were 
girls making up~the fudge and sampling it 
during the entire spring of 1935, from one 
day to a_ week per location. 

To draw people’s attention to these dem- 
onstrations and to the stores handling John- 
ston’s Instant Fudge, we employed a national 
radio program three times a week over three- 
quarters of the stations and five times a week 
over the stations in New York City, Chicago, 
and Cincinnati. 

This advertising hook-up was perfect and 
those dealers not conducting demonstrations 





under the supervision of our demonstrators 
soon caught on to their value and conducied 
their own demonstrations, so that we can say 
almost every important city in the country, 
east of the Rocky mountains, was shown 
what Johnston’s Instant Fudge is and what 
it can do. 

While the radio was good in that it 
aroused listeners’ interest, it could not, for 
the most part, make the final sale. It was 
this point-of-sale advertising and demonstra- 
tion work that did the trick and established 
Johnston’s as the foremost maker of instant 
fudge. 

Point of sale has naturally been a very 
efficient sales force for our other products. 
For the Christmas season, 1935, Zipprodt, 
Inc., Chicago, produced for us the display 
shown below. It was received most enthusi- 
astically by all merchandising-minded dealer 
outlets because it eliminated the need of 
opening candy boxes and piling them in the 
window to make a display. Another feature 
was the display’s flexibility. The center dis- 
play actually consisted of four complete 
pieces, the bottom part being the massed 
merchandise set-up which was built in two 
sections each, with three receding steps. 
This gave a perfect three-dimensional illu- 
sion. A fourth step consisted of Saint Nick 
holding our “Choice Box” and the special 
Christmas wrapper, which was an actual 
piece of paper inserted under the die-cut 
hand. The fourth piece, the oval, could be 
placed as shown in the photograph, and used 
as a separate counter or window piece, 
since it was easeled to stand alone. 

The Christmas set-up was given such a 
warm welcome, and so many dealers kept it 
in use after the holiday season by removing 
the Santa Claus piece, that it was decided 
to send out just another top piece for Val- 
entine’s day. 

Point of sale has played a very important 
role in the sale of Johnston products—the 
introduction of new items, as reminder ad- 
vertising, and as an effective means of se- 
curing impulse sales. 


—A package—in red, white, and black— 
possessing much counter and shelf appeal 
was designed for Johnston's for the promo- 
tion of instant fudge when this product was 
first introduced late in 1934. A comprehen- 
sive campaign at the point of sale did much 
to secure acceptance for the new item— 


—A Christmas display used by Johnston's 
in 1935 is shown at the left. Made by Zipp- 
rodt, Inc., Chicago, the display was very 
flexible and was kept by a large percentag: 
of dealers for use after the holiday season—- 
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last spring our company introduced two 
ney silverware patterns, ‘Sir Christopher,” 
named after the great English architect, and 
“Tady Alice.” The sales promotion campaign 
which was used embraced national advertis- 
ing, a prize contest for housewives, a new 
gift container, direct mail, and unusual win- 
dow display material. 

lor the Sir Christopher pattern our promo- 
tional material was designed to reflect the 
period during which the architect lived. In 
creating the silverware pattern the Wallace 
designer and artisan had completely absorbed 
the life and works of Sir Christopher Wren. 
He studied a multitude of Wren designs, and 
became imbued with the great master’s in- 
terpretation of art. Like Grinling Gibbons, 
who was a contemporary of Wren, and who 
wrought in wood and stone, this modern mas- 
ter silversmith caught the genius of Sir 
Christopher in silver. 

Most of the leading jewelers in metro- 
politan cities use art objects in connection 
with their window displays. Famous paint- 
ings from their own galleries or from neigh- 
boring art galleries are utilized, as well as 
antique porcelain, crystal, etc. Our com- 
pany undertook to furnish its dealers with 
an art object that could be used in connection 
with the new Sir Christopher pattern. We 
determined to supply a subject that would 
give a meaning to the jeweler’s display of 
that new pattern. Oren R. Waggener, fa- 
mous painter, also went back three hundred 
years to conceive the subject. Weeks of re- 
search gave him a most interesting study. 
The final result was a painting in which a 
silversmith was shown displaying his crea- 
tions before Charles II and Catherine of 
Braganza. 

A bit of history may make this painting 
more intriguing. With the overthrow of the 
Cromwellians and the restoration of the king, 
the artistic energies of England awoke to 
new life. A mighty impetus was given to 
the art of the silversmiths. The luxury and 
extravagance and love of ostentatious dis- 
play which infected the whole of the com- 
munity from the court downward, provided 
the: silversmith with the opportunity which 
had been denied him during the stern rule 
of Oliver Cromwell. He was not slow in 
seizing it. 

The coronation had to be postponed until 
such time as new regalia could be made. 
During the depression era of Cromwell the 
Tegalia of the royalists had been disposed of 
—not merely the instruments for the cere- 
mony itself, but also plate for the corona- 
tion banquet. The collecticn in the Tower of 
London remains to give an idea of some of 
the sumptuous vessels prepared for this 
purpose. 

Every piece of silver illustrated in the 
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Coing Back Three Centuries 
For A Promotion Theme 


By C. H. GREGORY, Sales Promotion Manager, 
R. Wallace & Sons Mfg. Co., Wallingford, Conn. 


painting by Waggener is a faithful repro- 
duction of an object that was made during 
the time of Sir Christopher Wren. All, to- 
day, may be seen in various museums. The 
deep massive carvings on the back wall are 
of the type executed by Grinling Gibbons. 
In the painting may be seen perfect likeness 
of Charles II, seated with Catherine; Grin- 
ling Gibbons, master carver; Sir Christopher 
Wren, artist and architect: Evelyn, diarist; 
Sir Peter Lely, court painter, and other not- 
ables are seen standing around the monarchs, 
who are intently examining the objects being 
presented by the silversm:th and his assistants. 

The painting was reproduced by four-color 
process, after which a gelatin embossing roll 
was run over the surface to give the effect 
of brush marks. It is very difficult to detect 
that the reproduction is not an original. A 
2\%-inch gold studio frame sets off a master- 
piece which can be shown most creditably in 
any establishment. 

Our company is a great believer in the 
profit and wisdom of supplying outstanding 
display material to its customers. A stately 
counter display piece, Gothic in structure to 
suggest the cathedral achievements of Sir 
Christopher Wren, was also furnished, as 
was a combination showcase plateau with a 
locked-back easel which could be released so 
that the plateau might stand upright if de- 
sired. 

Another display feature of our company is 
a series of original paintings on mirror glass. 
These paintings, some of which are shown 
in the illustrations, are for jewelers who do 
not have immediately available art galleries 
for art objects to use in their windows. The 
pieces are most attractive, the process orig- 
inally coming from ancient China. Not long 
after Marco Polo had acquainted Europe 
with the customs and treasures of China 
(1275 A. D.) the art of painting pictures on 
mirror glass became known in Europe. It 
became very popular there and in America 
during the latter part of the seventeenth cen- 
tury. Only a very few of the painted glass 
mirror panels brought direct from China re- 
main intact. A few of them were made by 
Colonial craftsmen, but there is no difficulty 
in distinguishing their somewhat crude pieces 
from the more advanced examples which 
found their way from China to old New 
England in clipper ships. 


—The objects of art shown in the illustra- 
tions here are original paintings, executed 
in the ancient Chinese manner, on mirror 
glass. The subjects are made available by 
R. Wallace & Sons Manufacturing Company 
to jewelers who wish to “dress up" their 
window displays, but who have no nearby 
source of art objects. No charge is made 
except transportation one way— 
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By EMORY SHARP 
L. S. Ayres & Co., Indianapolis 
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Special Department Displays 
Help Holiday Jales Climb 


Not only should the general decoration of 
the entire store be given thought dur ng 
the holiday selling season. Special h:n- 
dling of the various departments—especiz ‘ly 
those devoted to the sale of merchand:se 
which is particularly adaptable for use as 
gifts—adds_ still more to the Christnias 
atmosphere of the store and has a buoyant 
effect on department sales. 

Such special displays can be as simple or 
elaborate as resources —and time — perniit. 
They can take the form of wall board masks 
for columns, decorated in timely colors, or 
they can go so far as to change the entire 
appearance of a department. 

The toy section naturally comes in for 
much attention. Last year we used wall 
board for toy department counters, painted 
gaily, and around each column was built a 
four-sided shadow box which showed many 
types of toys. Around each light was a 
shade, trimmed in green, on which red and 
white candles were painted. Clear around 
the department ran a series of murals, indi- 
rectly lighted, which portrayed different 
childhood sports and activities. 

We found it most effective to use wall 
board to conceal the regular counters in a 
little “gifts for men” section. The board 
was sprayed with off-white paint, then 
trimmed with red. Small figures of Christ- 
mas trees, candles, etc., were appliqued on 
the wall board. The same treatment was 
used for the column at the rear of this coun- 
ter, a large red ribbon giving the resulting 
square the appearance of a huge gift box. 
This gift booth was located on our second 
floor at the head of the escalators, 

For the fifth floor gift shop we used an 
Old English treatment. The “buildings” were 
of a washed-brown effect, with gray stones. 
The slanting roof had irregularly cut wall 
board, painted white, to give the appearance 
of melting snow. “Display windows” were 
made to carry out the shop idea, and served 
excellently to show the gift merchandise. 
Other gifts were placed on tables, stained 
with brown, before the “shops.” The upper 
part of the room, above the “roof,” had 
windows painted on it, each bearing a holly 
wreath. Even a tree shadow was included, 
and the result greatly resembled a_ side- 
walk outside a series of small Old English 
shops. 

Where time permits carrying out special 
department holiday displays of the type dis- 
cussed above, the results almost unfailingly 
pay well for the amount of work necessary. 


—Three holiday arrangements for L. S. 
Ayres & Co., Indianapolis, Ind., for the !935 
season. The displays are described ir the 
article— 
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|. A. D. M. 1937 Convention 
Goes to Chicago 

_ The International Association of Display 
Men convention for 1937 has been awarded 
to Chicago, according to a news release from 
the St. Louis offices of the organization. 
The statement follows: 


‘In accordance with the association’s by- 
laws, Chicago has been selected as the con- 
veiition city for 1937 by a majority vote of 
the board of directors. After deliberate con- 
ferences with displaymen and exhibitors and 
representatives of many convention bureaus 
from all parts of the United States, the I. A. 
D. M. executive officers and directors be- 
lieve it to be for the best interests of the 
organization to hold the 1937 convention in 
Chicago on August 1, 2, 3, and 4. 

‘The I. A. D. M. was organized forty 
years ago and held its first convention in 
Chicago. The Chicago club is well organized 
to handle the convention to provide the best 
services to the firms and members attending 
the convention. 

“The I. A. D. M. will have the full co- 
operation of the Chicago Association of 
Commerce. The Interstate Merchants Coun- 
cil, consisting of 7,200 store owners located 
in forty-two states and Canada, will hold 
their convention at the same time. Our 
educational sessions will be featured as an 
outstanding attraction for their convention. 
The Chicago Merchants’ Association is plan- 
ning to have special educational windows 
installed for the I. A. D. M. convention, with 
signs reading: “This display installed as an 
educational feature of the I. A. D. M. con- 
vention.’ 

“R. O. Johnson, director of district six of 
the I. A. D. M. and president of the Chicago 
Display Club, will act as general chairman 
of the Chicago convention committee. Syl 
C. Reiser, managing director, will have 
charge of selling convention space to ex- 
hibitors and will act as business manager of 
the convention. 


“The convention will be held at the Sher- 
man hotel.” 





"Display Animation, 1936" 
Is Title of New Book 


Published by Reeder-Morton Publications, 
151 Fifth avenue, New York City, “Display 
Animation, 1936” was released recently. The 
book contains more than 250 pages devoted 
to the subject of animated displays, and is 
profusely illustrated with photographs of 
actual motion installations, ranging from the 
Zeiss planetarium projector to the simplest 
counter-card display. Each photograph is 
explained by text which also gives the par- 
ticular type of equipment used to create the 
motion. A portion of the book is used as 
a section to discuss the application of 
electro-mechanical units to produce drama- 
tized displays. In this particular section 
Various types of motion equipment are de- 
Scribed in detail, with photographs and 
drawings to show their applications. Many 
ideas are presented for making spectacular 
displays with simple mechanisms. The book 
was edited by I. L. Cochrane. 
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BETTER WORK in LESS TIME WITH 
“DELTA” MOTOR DRIVEN TOOLS 


Sign and display shops all over the country have 
accepted Delta Tools. They save time, reduce labor 
costs, enable you to produce more attractive work. 
Delta Tools require little initial investment. 
quickly pay for themselves. Their flexibility, accuracy, 
convenience, and ruggedness have been proven. Ask 
the sign shop who uses them. Better still visit the 
Delta dealer, and check their remarkable tool value. 
Write today for name of nearest Delta dealer and 
FREE 1937 Delta catalog showing the complete line 
of Band Saws, Circular Saws, Scroll Saws, Sanders, 


Jointers, Shapers and accessories. 


DELTA MANUFACTURING CO. 


MILWAUKEE, WIS. 


624 E. VIENNA AVENUE - - 
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GET MAXIMUM VALUE IN 
VALANCES AT 


Minimum Cost 


That’s another way of 
Saying, use Window- 
phanie for valances ... 
carved glass effects, in 
designs to suit all types 
of display, applied di- 
rectly to glass, will not 
collect dust or dirt, eliminates glare from light 
reflection. Get your free samples and catalogue. 


D. W. MALZ, 65 Fifth Ave., New York City 























JUST A REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a postal 
will bring your copy. 


pPBert L. Daily 


122 E. Third Street 
DAYTON, OHIO 














« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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1,032 Inquiries 
In Sixty Days! 

Self-laudatory comments have no place in 
the pages of a trade magazine. Every inch 
of space should be used for material better 
suited to serving the field. But the wide 
appeal cf the DISPLAY WORLD Service 
Bureau has aroused so much interest that in 
this particular case we feel justified in using 
a scant bit of space for a brief pat on the 
back. 

The Service Bureau was started as an 
effort to be of still more help to our readers 
—to give them a service on which they could 
rely for information on various display mate- 
rials, equipment, and services. Some seventy 
products were listed on a one-third page 
form (see page 39 of this issue) and any 
reader in need of information was invited to 
check the item in which he was interested 
and refer it to the Service Bureau. 

In the past sixty days exactly 1,032 in- 
quiries have been received by DISPLAY 
WORLD, solely through the medium of the 
Service Bureau. Queries covered every 
phase of display, from air brushes to wood 
carvings. “Where can we buy this?” “Do 
you recommend that?” “Who makes so-and- 
so?” And so on, ad infinitum. 

Among those firms which used the Service 
Bureau in this short period of time were 

ra 

such companies~as Firestone Tire & Rubber 
Company, Metal & Thermit Corporation, 
The Carborundum Company, Pierce-Arrow 
Corporation, Imperial Tobacco Sales Com- 
pany, Ltd., of Canada, Aldine Paper Com- 
pany, York Ice Machinery Corporation, 
Lever Brothers, and Vanity Fair Silk Mills 
—not to mention dozens of some of the 
best-known retail stores in the country. 

The inquiries which poured in in answer 
to the Service Bureau’s offer are just another 
indication of DISPLAY WORLD’s authori- 
tative position in the display field, both retail 
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and national. It is a great source of pleas- 
ure, also, to be told in such an undeniable 
way that the Service Bureau is a needed 
institution and that we have found still an- 
other way in which to be of greater service 
to the display field. 





Display vs. Newspaper 
Advertising 

H. H. Green, who with other lighting 
engineers of the General Electric Company 
conducted last spring a series of tests on 
the selling power of light, also unearthed 
some interesting figures on the relative pull- 
ing power of newspaper advertising and 
window display. 

Before and after the lighting tests, which 
were held in two representative Ohio cities, 
shoppers were questioned as to why they 
had entered the store in which they were 
at the time. Out of 1,000 customers queried, 
almost three times as many said they were 
influenced to enter because of window dis- 
play as did those for newspaper advertising. 
The figures are as follows, before lighting 
changes were made: 


Shop: here regularly... 5 5.... 746% 
Window display RO ea es 1 
Newspaper advertising .. erete vn sa OO 
Suggestion of a friend................ 48% 


The percentages changed after better 
lighting was installed, running as follows: 


Shop: here regularly .: 303. ......'.: 5. JOA 
Wandow -Gisplay.-. 6.635. od 6a oss OOILYO 
Newspaper advertising ...............16.7% 
Suggestion of a friend................ 20% 


The figures exceed 100 per cent because 
many people said they were there because 
of more than one influence. Just why more 
shoppers were induced to enter by newspaper 
advertising after lighting changes were made 
is difficult to say. However, regardless of 
what caused this phenomenon, window dis- 
play still led by well over two to one. 

This survey, conducted by trained observ- 
ers, tends to prove that recent similar sur- 
veys in which like results have been noted 
are the rule and not the exception. The 
value of window display is becoming more 
and more unquestioned. But still only rela- 
tively small increases in display budgets are 
apparent. The National Retail Dry Goods 
Association’s sales promotion department 
has estimated the increase in display appro- 
priation as being general for all over the 
country, with the exception of specialty 
shops, but certainly there has been nothing 
like the increase which these surveys indi- 
cate should be made. 

In a recent survey of retail stores made by 
DISPLAY WORLD the returns indicated 
that the average display appropriation 
amounts to $4,836 annually, against an an- 
nual average for other advertising of many 
times that figure. 

The process of educating merchandisers to 
the fact that display has unrealized selling 
power and is worth more of an investment 
is necessarily a slow one. Newspaper ad- 
vertising, which of course has its place in 
the selling picture, has become too firmly 
entrenched to surrender without a battle a 
part of its appropriation to an upstart. But 
as more and more light is shed on display, 





October, 1936 


the more will merchandisers comes to realize 
that the money set aside for this particular 
medium must approach more closely that 
ear-marked, with little hesitation, for the 
rest of the advertising program. 





J. C. Willever— 
Who Is He? 

According to the monthly publication of 
the firm of Amos Parrish, the name of J. ¢ 
Willever has been printed more than five 
billion times. Yet not one person in thou- 
sands would recognize it. 

The printing was on Western Union t=le- 
graph blanks. The name was there tc be 
seen, but there was nothing to cause i: to 
be remembered. 

Think of Peary, Joan of Arc, Farragut, 
Attila, Caesar Borgia. Why is it that these 
names remain so definitely with us? I: is 
because these names have been “draima- 
tized;” acts these people performed, or 
dramatic situations in which they found 
themselves, have made them familiar to 
everyone. 

It is the same with advertising through 
display. A million people may pass your 
windows each week, but unless something is 
done to dramatize the merchandise on view 
it remains just merchandise and nothing 
more. Study your displays. Pick out the 
dramatic feature which every article has, 
Build it up. Give people something they can 
carry away with them in the form of a 
definite mental impression. They will re- 
member it—and your store. 





Subversive Activities 
Hinder Service Field 

Many display installation service compan- 
ies have in the past set increasingly high 
standards for the execution of display con- 
tracts. Such firms have built up a deserved 
reputation for honest service and maximum 
coverage of which they may well be proud, 
and which they will of course maintain in 
the future. Their relations with the country’s 
largest manufacturers are conducted on the 
highest plane of business ethics. 

But there are numerous handicaps which 
the legitimate service company encounters 
daily. Among them may be mentioned the 
intimidation of manufacturers by “volun- 
tary chains” to secure window display al- 
lowances which seldom reach the retailer. 
The brow-beating of distributors for the 
same purpose is no novelty. Still another 
angle of the custom is to threaten the manu- 
facturer with discontinuance of his mer- 
chandise unless window displays are in- 
stalled by a certain service company con- 
trolled either directly or indirectly by the 
parent organization. 

Some manufacturers have been timid and 
have complied with the demands made on 
them. Others have found that the spectre 
of intimidation can be laid forever »y 4 
determined refusal to encourage such sub- 
versive practices. Certainly it is time that 
all companies using window display on a 
national basis followed this latter curse. 
The power of good displays, proper]: in- 
stalled by a reliable and honest service com- 
pany, is too great to be wasted for the | ene- 
fit of a few fly-by-night promoters. 
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Fifteen Winners Receive 
G-E Prizes 

Cash prizes ranging from $10 to $125 have 
been awarded to fifteen department store 
displaymen for the best Mazda lamp coun- 
ter designs submitted in a contest conducted 
by the incandescent lamp department, Gen- 
eral Electric Company, Nela Park, Cleve- 
land. 


The complete list of prizes and winners 
in group one—for the eight best Mazda lamp 
counters of 5 feet, or more, in length— 
follows: 


First prize, $125, John R. Van Dyke, The 
May Company, Cleveland, Ohio; second 
prize, $100, J. H. Fry, Quackenbush Com- 
pany, Paterson, N. J.; third prize, $75, Geo. 
M. Allen, Castner-Knott Company, Nash- 
ville, Tenn.; fourth prize, $50, C. C. Bohler, 
Miller Bros. Company, Chattanooga, Tenn. ; 
fiith prize, $15, J. H. Reich and E. L. Mar- 
tinez, Joske Bros. Company, San Antonio, 
Texas; sixth prize, $10, Cogswell Cromwell, 
J. N. Adam & Co., Buffalo, N. Y.; seventh 
prize, $10, James H. Everetts, M. L. Parker 
Company, Davenport, Iowa; eighth prize, 
$10, Joseph Apolinsky, Loveman, Joseph & 
Loeb, Birmingham, Ala. 


Prize winners in group two, for the eight 
best lamp merchandising displays for lamp 
departments : 


First prize, $100, Richard L. Carlson, The 
Golden Rule, St. Paul, Minn.; second prize, 
no cash award because winner won prize of 
greater value under group one—John R. 
Van Dyke, The May Company, Cleveland, 
Ohio; third prize, $50, A. E. Butterworth, 
John Taylor’s, Kansas City, Mo.; fourth 
prize, $25, L. L. Miller, Stix, Baer & Fuller 
Company, St. Louis, Mo.; fifth prize, $15, R. 
L. Hoover, Rike-Kumler Company, Dayton, 
Ohio; sixth prize, $10, M. H. Luber, The 
Killian Company, Cedar Rapids, Iowa; sev- 
enth prize, $10, E. McEachnie, Jahrans- 
Braun Company, Buffalo, N. Y.; eighth 
prize, $10, Richard A. Staines, Vandever Dry 
Goods Company, Tulsa, Okla. 


Chairman of the committee of contest 
judges was Thomas Robb, manager, sales 
promotion division, National Retail Dry 
Goods Association, New York City. Also 
serving on the committee were: Joseph B. 
Mills, director of sales promotion, J. L. Hud- 
son Company, Detroit; Russell A. Brown, 
sales promotion manager, Allied Stores Cor- 
poration, New York City; Alfred Auerbach, 
editor, Retailing, New York City; N. W. 
Townsend, in charge of display advertising, 
incandescent lamp department, General 
Electric Company, Cleveland. 


The contest, according to Townsend, was 
held for the purpose of developing outstand- 
ing counter displays as an aid in merchan- 
dising General Electric Mazda lamps. Nu- 
merous excellent display and merchandising 
ideas were submitted by department stores 
from all over the country. General Electric 
will soon announce a complete department 
store program in which the prize-winning 
displays will be made available for its de- 
partment store accounts. 
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Bub teave ¢ deltuered at Once 
So that you can have it to make your 


CHRISTMAS DISPLAYS 


OUR EASY PAYMENT PLAN MAKES THIS POSSIBLE | 
WRITE FOR DETAILS 


INTERNATIONAL REGISTER CO. 


13 S. Throop St. Chicago, Ill. 
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Vivid colors are the rule for Hallowe’en 
posters. The public has come to associate 
gay reds and orange and yellow with the 
evening preceding All-Saints’ day, and the 
colorful show cards have their counterpart 
in the changing foliage. The witches, cats, 
and owls which are supposed to take part in 
the revels of the warlocks and spirits lend 
a natural whimsy and picturesqueness to the 
show card treatment. But because the sub- 
ject is to be represented by figures which 
long ago became common is no excuse for 
the card writer to treat it with casualness. 

The largest card shown in the illustration 
was made on a gray cardboard having a 
very natural wood-like grain. The figure 
of the witch was in deep reds and browns, 
highlighted with orange and yellow. A great 
deal of detail is in evidence, as will be seen 
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Witches and Coblins 


By L. E. SUMMERTON 
Memphis 


by close examination. The conical hat is 
minutely striped, individual strands of hair 
are indicated, and even the glasses have been 
highlighted. The glow from the pumpkin is 
reflected on the witch’s face and _ body 
through the use of yellow, tinged with red. 
The shadow in the background is a deep 
blue, while the “lazy” letters in the word 
“Hallowe’en” are in yellow outlined with 
blue. The wording is in script and block 
letters of deep red. 

Three “singing” cats peer over a_ back- 
yard fence in another of the cards _ illus- 
trated. The fence is in the natural light 
brown of the card, which has a chevron pat- 
tern over light yellow. In passing, I have 
found the use of tinted cards of much help 
in saving time, as in many cases it is pos- 
sible to let the color of the card serve for a 








part of the decoration which otherw:se 
would require the use of paint and brush. 
In this particular card the tinted finish sup- 
plied the color for the fence and for the 
mouths and eyes of the cats. “Halloween 
Specials” was in dark red, outlined wth 
yellow, while the rest of the wording was 
in black. Two tones of green were used tor 
the grass, while the sky was blue. 

The same type of tinted card was used 
for the other three posters. For the large 
owl different shades of brown were ein- 
ployed, lightened a bit by yellow. The tree 
limb was in dark green. The interior of 
the circle, outlined in brown, was bright 
yellow on which green lettering was used. 
“Costumes” was in green, also, outlined in 
white. 

The other owl sat within a small circle 
having as a background the color of the 
card. This was encircled with a light blue. 
The interior of the square was a darker 
shade of blue, outlined in black. The stars 
inside the circle were blue, while those in- 
side the square were white. The bar at the 
bottom of the card was in dark blue, relieved 
by a lighter shade of the same color. The 
word “Hallowe’en” was in red, while the 
rest of the lettering was blue. 


On the final card the word “Mums” was 
in dark red, outlined in white. The witch 
was black. The flower was simply done in 
yellow, touched up with two shades of 
brownish-red. The stem, leaves, and the 
lettering were all in dark green. The panels 
at opposite ends of the card were in a golden 
tan shade, striped with black. 





Otto Lasche, St. Louis, 
Wins Display Contest 


Otto Lasche, Kline’s, St. Louis, Mo., was 
declared winner of first prize in the display 
contest sponsored by the St. Louis Display 
Club for the National Horse Show held in 
that city a short time ago. Lasche received 
a trophy and $25 in cash. Frank C. O’Leary, 
Grim & Gorly, won the second award, which 
consisted of a ribbon and $15; a ribbon and 
$10 was won by A. C. Raining, Boyd’s, and 
E. Witt, Swopes, was awarded fourth prize. 

Fifteen stores entered the contest, each 
displayman installing a display and receiv- 
ing two box seat tickets for the opening of 
the show, at which time the awards were 
made. 


—These Halloween show cards are char- 
acterized by their brilliant detail and care- 
ful handling. The bright colors of the sea- 
son of course prevail— 
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installation Services Scan 
New Display DPians 


Considerable agitation is being shown in 
the window display installation service field 
as the result of plans recently made known 
by several proprietary and cosmetic manu- 
fa turers for payment to retail druggists for 
w: idow display space. Announcement of the 
proposal was formally made a short time 
ag) by The Kolynos Sales Corporation in an 


= 


advertisement to the drug trade. 

\ccording to this company’s statement, 
drig stores will be grouped in three classes 
—"A,” those firms doing an annual volume 
of over $75,000; “B,” firms with an annual 
volume of from $40,000 to $75,000, and “C,” 


those with an annual volume of under $40,- 
000. Payment will be made to the druggist 
for each window installation featuring Koly- 
nos products, on the following scale: Class 
“A” $3 cash per installation; Class “B,” 
$2 cash; Class “C,” 75 cents in merchandise. 
The remuneration is for a ten-day. showing 
of a window display, “or other displays ac- 
ceptable to us.” 

An article in another drug trade paper 
reveals the intention of Affiliated Products, 
Inc., which includes the lines of Edna Wal- 
lace Hopper, Kissproof, Outdoor Girl, etc., 
to embark on the same form of payment for 
window display space. Other national con- 
cerns are said to be considering plans of a 
similar nature. 


Immediately on learning of the offer of 
Kolynos and Affiliated Products, DISPLAY 
WORLD wrote both firms for more detailed 
information regarding their new display 
policy; whether or not display installations 
would be made by installation companies, 
the druggist, or by representatives of the 
companies making the offer; what guarantee 
they would have that the displays would re- 
main on view for the full ten days, and’simi- 
lar questions. As this is being written, ten 
days have elapsed since the request for in- 
formation was sent to each of these firms. 
No reply has been received from either. 

To add still further to the unrest in the 
display field, chain stores are announcing 
to manufacturers that they have for sale 
several services which they have not ex- 
ploited in the past. Included are the use 
of window and counter display space, spe- 
cial “plugging” by clerks on certain prod- 
ucts, and store advertising. A fixed price, 
based on various factors, will be charged for 
the special services, which will be made 
available without regard to the amount of 
merchandise purchased by the chains from 
the manufacturers who use the services. 

Attorneys who have studied both the prop- 
Osition of the drug and cosmetic manufac- 
turers and that of the chain stores have had 
little hesitation in pronouncing them free of 
Violation of the Robinson-Patman bill, since 
the window display space and other services 
have a definite value and consequently con- 
tracts which are not based on the sale of 
merchandise can be made for the sale of the 


advertising space or the sales promotion 
services without being classed as discrimina- 
tion. 

Fred Griffiths, secretary, National Asso- 
ciation of Chain Drug Stores, recently made 
the statement: “We offer a thousand oppor- 
tunities for consumer contact to a handful 
of opportunities in other stores. Any manu- 
facturer buying our service needn’t be 
worried by the provision in the Robinson- 
Patman law requiring him to be willing to 
buy a similar service from other dealers ‘on 
a proportionate basis.’ ‘On a proportionate 
basis,’ the value of services of those who 
have no large traffic in their store will 
necessarily be so very small it can not 
possibly prove a burden to any manufac- 
turer.” 


Display installation companies see in the 
movement a distinct threat to their business. 
Many of them feel that the custom of paying 
for display space will result in retailer 
demands on all manufacturers for remunera- 
tion in either cash or merchandise for any 
display space used. Tobacco companies, 
which several years ago started the practice 
of giving “free goods” for window installa- 
tions, soon found that the retailer leaped 
at the opportunity. As a result, today it is 
practically impossible to install a tobacco 
display in the United States without dis- 
bursing “free goods.” 

Installation services feel trepidation lest 
the demands of the retailers spread to in- 
clude all merchandise for which displays are 
used, in which case many manufacturers 
might feel that the cost of display was so 
great that they would be compelled to drop 
this form of advertising. Such a step would 
be a logical outgrowth of the system, since 
it would tend to have the effect of a vicious 
circle—a few manufacturers offer payment 
for display space for their products; at the 
growing insistence of retailers for similar 
grants from other firms, more and more 
manufacturers are forced to follow suit; as 
the competition for display space grows, 
more and more cash or merchandise must be 
paid for the space until the whole system 
collapses through sheer absurdity, or display 
costs rise to such a point that display ap- 
propriations may be diverted to other forms 
of advertising. 





George Wells Leaves 
Montgomery Ward 

George Wells, assistant display manager, 
Montgomery Ward & Co., Chicago, has re- 
signed to take a position with Franklin 
Simon & Co., New York City. R. P. Bygel 
has joined Montgomery Ward & Co. as 
display manager, replacing M. E. Dawley, 
who left some months ago to join Lord & 
Taylor. Bygel will be assisted by Carl V. 
Haecker, who has been with Ward’s display 
division for many years. 


It’s 
New! 












































| 
Here's an amazingly 
interesting display materiall | 
Exclusive with Maharam. A 
transparent cellulose mate- 
rial that's ideal for window 
displays. Transparent, Flame- 
proof, Waterproof; Sews 
and Drapes Like Silk;, Can 
Be Stretched Tight, Tacked 
and Pleated. Be the first to 
use PLYOPHANE .. . write 
at once for Free Samples. 
* 

SPARKLE FABRICS 

CELLOPHANE FRINGES 


VELOURS & PLUSHES 
RAYON AND 






Note our new 
N. Y. Address 
130 W. 46th St. 


e COTTON ROPING 
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DISPLAY PAPERS 

SAMPLES METAL CLOTHS 

9 
on REQUEST DIE CUT METALLIC STARS 

DIE CUT METALLIC 
LETTERS 

® CHROME METALFLEX 


CHROME LETTERS 
2 
JUMBO CORRUGATE 
VIVIDEC 
GLASSINE 


REY TRIM 
COROBUFF 

























FABRIC: CORPORATION. 


N. ¥.—130 W. 46th St. 
Chicago, 6 E. Lake St. 


Boston St. Louis (DeSoto Hotel) Cleveland Detroit 








STARS for 
Christmas Displays 


Brilliant, Stamped Metai, Deep Formed 
Star Ornaments in Silver, Gold and 
Colors . . . Plain, Embossed and Iced. 
Send for Free Sample and Prices. 
KRISTEL-KROME Co. 
1462 San Bruno Ave. San Francisco, Calif. 
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Finest | CARVED GLASS 
Grad WOOD or CLOTH 
rage Your Specifications 
Acurately Executed 
Valances Send Dimensions for 
Sketches and Estimate 





Union Square Valance Co. 
1 Union Square, New York, N. Y. 











“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Telephone: Wisconsin 7-4887 





Sign of Distinction. Blue, black, other colors, 
mirror plate glass, all sizes and shapes, with 
raised, all-metal letters; chrome-faced, Catalin 
‘etters. Large selection styles and sizes. Script 
& Customer’s own style our specialty. 

Prices moderate. Illustrated catalogue. Es- 
timates and sketches promptly submitted. 
Write for samples of “Domino,” newest, outstand- 
ing, dignified interchangeable metal price marker. 


“FIXMOBIL” DISPLAY ART 
303 4th Avenue New York City 
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Doint=-of-JSale Gallery 
of National Displays 








—To show Tender Leaf tea a counter dis- 
play piece was made. It permits the inser- 
tion of actual merchandise, is simple in 


AENUER: _ eS a construction, self-easel, and is readily set 
ee ie iF: > Aa 3 up. The elves add a touch of humor. , 
De 4 " Lithographed in full color by the Brett 
cA am 6 Le % Lithographing Company, Long Island City, 
nae \ New York— 


—Created and produced by Zipprodt, Inc., 





Chicago, the amusing display for Wet-Pruf 

adhesive blends actual merchandise against 

the background in such a manner that it is 

hard to discern where one begins and the 

other stops. Lithographed for Bauer & 
Black— 





—This new Coca-Cola point-of-sale advertising unit 
has eye-attraction value plus the ability to tell an 
instant story that the drink is as cooling as snow- - 


capped mountain peaks. Created and produced by | Cabot , , : Were 
the Niagara Lithographing Company, Buffalo— ie es F x 
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—This Whitman candy display stands 36 inches high 
and is 24 inches wide. It is scored to fold down to 
21 by 24 inches for shipping. Lithographed in full ae 
color by the Brett Lithographing Company, Long 

Island City, N. Y.— 
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COROBUEF and 
COROCRAFT PRODUCTS 


@NEW LOWER PRICES | 


to Users and Jobbers 


for Fall and Christmas 


@EXCLUSIVE MATERIALS 


and designs for 


| WINDOW and STORE DECORATION 


Write for Complete Information and 





New Catalog 


WINDOW ADVERTISING, Inc. 


National Sales Agents 


Room 702 175 Fifth Avenue New York 

















FLEA POWER ia 
§peedWay 


COMPLETE line of back- 

geared motors built for ani- 
mated displays that deliver any 
speed desired—that plug into light 
circuit. Eliminate battery nuisance, 
radio interference, transformers and 
fire hazard—can be assembled to 
mount in any position. Cool run- 
ning, dependable. 10 types to pick 
from. Write for Catalog. 

SPEEDWAY MFG. CO. 

1839 S. 52nd Ave. CICERO, ILL. 


$m aniwmnaad dif rly 


‘CHROME FACED LETTERS 


Complete new selection of 
various sizes and thick- 


CW nesses. Also colors. 






















BLOCKART CO., 132W. 14 St., New York 





FOR CHRISTMAS DECORATIONS 


Use Fir Roping, 2c foot 
Flat Cedar, 2c foot 


ALVA A. ULRICH Somers, Montana 


PRICE MARKERS .... 


Interchangeable numerals in nine colors. Also 
REDIKUT LETTERS for Signs, Showcards, 
Displays in ten standard colors. Popular sizes 
and styles 


ASK YOUR DEALER. Write for samples 


THE REDIKUT LETTER CO. 

















524 S. SPRING ST. LOS ANGELES, CAL. 


LADIES’ 
MEN’S 
CHILDREN’S 
Mannequins 





| As Specialists in 


LiFE-LikKE FIGURES 


we ask that you see our line 
or write us about your 
needs. Being direct mfrs., 

| our prices are right. 

| 

| 






| Modern Figure Display Co. 


130 Bleecker St., N. Y. City 
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"Apply Theatrical Lighting 
To Window Display" 

Many of the prime principles of theatrical 
lighting should be applied to window display 
in contra-distinction to the custom of years 
which had promulgated uncontrolled flood- 
ing of windows with a maximum amount of 
light, William Bayard Okie, Jr., declared 
recently in addressing the New York School 
of Display on “Principles of Display Light- 
ing.” 

Okie is well known for his striking display 
arrangements of merchandise in color pho- 
tography appearing editorially in Esquire, 
and for his window displays on behalf of 
Marcus & Co., jewelers, and Dorothy Gray, 
cosmeticians. 

“The essential elements of theatrical light- 
ing,” according to Okie, “include the selec- 
tion of proper instrumentation according to 
the requirements of display design. Spot- 
lights should be employed to emphasize and 
focus interest on a particular object in a 
limited area, giving it dramatic values. 
Flood lights are intended to illuminate spe- 
cific areas of less arbitrary form and lower 
intensity than those lit by spotlight. Lights 
used decoratively, which include strip lights, 
may illuminate opaque or translucent back- 
grounds indirectly, or may emphasize vari- 
ous portions of a window by separately 
lighting the individual parts.” 





Left-Hand Pages Better, 
Says New Book 

Men and women alike read most accur- 
ately the first words of a line of type rather 
than those following, at the right of the line, 
according to report in “Hygeia,’ the Amer- 
ican Medical Association magazine. And 
right-handed or left, ambidexterous or not, 
they pay more attention to advertisements 
on left-hand pages than those on the right 
which have been favored most by advertis- 
ers. So finds Harold J. Rudolph in “Four 
Million Inquiries from Magazine Advertis- 
ing.” published by Columbia University 
Press. 

Rudolph’s simple discovery of fact will 
relieve the minds of many advertisers and 
raise the hopes of the many more that try 
to sell space on left-hand pages. It is, 
however, but a little of much new useful 
information in the book, which is based en- 
tirely on mailed responses from 1,800 actual 
ads in magazines, for fifteen nationally ad- 
vertised staple commodities, such as evapo- 
rated milk, baking ingredients, coffee, den- 
tifrice, dried fruit, etc. The companies that 
placed the advertising are leaders in their 
fields and among the largest users of coupons. 


New Display !tem 
Has Many Uses 

Many users of modern displays are now 
employing cut-out raised letters made from 
Catalin in various rich colors, that are 
placed on rich blue or black mirrors. Name 
or product scripts, lettering and insignia can 
be reproduced exactly in any size desired by 
the American Display and Novelty Company, 
which has recently taken enlarged headquar- 
ters at 20 West Twenty-second street, New 
York City. 










EARN 


WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY _. 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 


























HULA FRINGE | 
Made with 


CELLOPHANE 
B 
CELLOPHANE RIBBONS 
9 
FOILS 
9 


M. H. LEVINE COMPANY 
32 West 27th St. New York City 

















MILEO 


MANNEQUINS 


A new and complete line of flexible 
and rigid models. 


The choice of discriminating display 
men and retailers. 
Factory and Showroom Now Located at 


7 West 36th Street, near Fifth Avenue 
New York City 








PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For window 
and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 


30 Cooper Square New York City 














—when in need of 


FANCY PAPERS 


plain, printed, corrugated, coated and all display ac- 
cessories, address your inquiry to our new address. 


JOSEPH E. PODGOR CO., INC. 
618 Market St. Philadelphia, Pa. 
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Familiar Themes Glorified 
In Holiday Exterior Irimgs 





Decorating the exterior of a store for the 
Christmas season, while adding more work 
to displaymen who are already fighting to 
keep abreast of the holiday demand on their 
time, has an undoubted value in attracting 
business. And with the use of modern 
lighting effects, some very appealing displays 
are possible for all types of stores. 

For the Hal Bowen department store, 
Yakima, Wash., an exterior trim which 


proved most attractive was used last year. 
It is shown in the first photograph. The 
design for the display was taken from the 
familiar theme of Santa Claus and his rein- 
deer, enlarged upon three-ply veneer. The 
sleigh and the saint were 9 feet long, 7 feet 
high. Each deer, including the antlers, was 
8 feet high and 7 feet long. The deer were 
spaced about 5 feet apart and were held up- 
right on the roof by 2 by 4’s measuring 10 


& 


to 14 feet in height, the variation being cue 
to the sloping roof. These supports wre 
painted black and covered with fir boughs 

Santa’s jacket and cap were painted a 
bright red, while the lap robe was in red 
and white plaid. The toys were in bricht 
colors, in a sack of tan and brown. The 
sleigh was green with black trimmings, aad 
the reindeer were tan shaded with dark 
brown. Their noses and manes were wh'te 
streaked with light tan. The harness was 
in bright red, trimmed with black and y:l- 
low. The tugs were made of red oil-cleth 
3 inches wide, and the reins were 1%4-inch 
glitter tape. 

A quarter-horse-power motor was con- 
cealed behind the sleigh and generated the 
power to keep the legs of the deer in mo- 
tion. A 3-foot pulley and cam-rod were 
constructed to give a 6-inch stroke and in 
turn pulled the legs back. Rubber from a 
heavy inner-tube provided the recoil for the 
legs. Small lights blinking off and on were 
used for eyes. Steam piped from a radiator 
on the second floor, in 3g-inch copper tubing 
which was fastened back of the nostrils of 
each deer, provided a very realistic simula- 
tion of their breaths meeting the frosty air. 

[Continued on page 35] 


—The upper photo shows a night view of 

the Hal Bowen department store, Yakima, 

Wash., during the Christmas season. Below, 

a 1935 Christmas display used by General 
Electric— 
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CANDLELITE 
TREES 





Sensational !! New!! 
3 SIZES = \\I/y 4 CoLors 
™~ a 
20 INCH = WHITE 
27 INCH NX GREEN 
32 INCH i; RED 

BLUE 


THESE CANDLES WILL NEVER BURN OUT 


THE GLOLITE CORPORATION 


CHICAGO, ILL. 


4 


4 
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OLD KING COLE_ 
IS SANTA CLAUS 


—to the ever busy Displayman 
—and Advertising man. 


COLOR! THIRD-DIMENSION! 
LAUGHS! SALES! CROWDS! AC- 
TION! Translated, this means Old 
King Cole Displays. 

Exclusive display licensees for 
Mickey Mouse and Walt Disney 
characters—the world's leading en- 
tertainers — by arrangement with 


Kay Kamen, Ltd. 
Some towns still open. Wire— 


l LZ 
th // // yp 2 


SN! 
OLD KING COLE, Inc. S- Z 


- 


CANTON - - OHIO =~ - 
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Al G. Parke Joins 
Old King Cole 
Al G. Parke, well known in the display 
field through his sixteen years of service in 
various organizations, has joined the staff 
of Old King Cole, Inc., Canton, Ohio. He 
will have charge of design. Parke was for- 
merly with Lowenstein’s, Memphis, Tenn., 





Al G. Parke 


the Kresge Department Store, Newark, N. 
J., and was assistant to L. S. Janes, store 
planning and display director for Sears Roe- 
buck & Co., Chicago. Parke also spent five 
years in New York City, where he engaged 
in designing and manufacturing displays for 
retail stores and national advertisers. Among 
his outstanding accomplishments are the de- 
signing of Sear’s World’s Fair building and 
interior display, planning and design for the 
Memphis Cotton Carnival building, and the 
permanent and exposition presentation of 
merchandise for General Motors, Wilson 
Brothers, and Republic Steel Corporation. 





"Fixmobil" Announces 
New Letters 

“Fixmobile” Display Art, 303 Fourth ave- 
nue, New York City, manufacturers of dis- 
tinctive display features, has announced 
“Domino” interchangeable letters and price 
markers. They are made in various sizes 
from one-fourth inch to 1 inch and are used 
with dainty velvet boards or in a silhouette 
manner by inserting them into grooved 
tracks. 


A. Hollander & Son 
Sponsor Contest 

A. Hollander & Son, Newark, N. J., are 
the sponsors of a window display contest 
which starts October 15 and _ continues 
through November 30. A total of $650 in 
prizes will be given, with a first prize of 
$100 to both displayman and buyer for the 
winning store. The second award is $50 for 
each, the third prize $25, and ten additional 
awards of $15 each for displayman and 
buyer. Complete information may be ob- 
tained by writing the firm mentioned above. 


J. R. Duke With 
McAlpin's 

Replacing J. W. Teter, resigned, J. R. 
Duke has taken over the display manager's 
duties for McAlpin’s, Cincinnati. Duke was 
formerly with Rike-Kumler Company, and 
Johnston-Shelton Company, Dayton, Ohio. 





| Sie ee it ban* LS 
BACKGROUNDS AND POSTERS MADE 
EASY WITH THE NEW 3/10 MODEL 


CTORIAL 


BRISCHOGRAPH 


$20 


Any photo, magazine, sketch, etc., regardless of 
size, can be clearly projected to desired size, in 
perfectly defined detail, in natural colors, with 
reading matter. from left to right as original, for 
easy reproduction. 

With this perfected model you can produce with 
your own staff the kind of pictorial effects that are 
so widely used today and that make windows pull 
better. Many of the largest stores of America use 
the Brischograph and wouldn’t be without it. 

The Brischograph is sold with money-back guaran- 
tee. Use it ten days and if not entirely satisfied 
your money will be refunded without question. To 
rated firms upon their order. Send for new bocklet. 


THE BRISCHOGRAPH CO. 
Established 1926 
3280 N. HIGH ST. COLUMBUS, OHIO 














JOBBERS 


Three Mannequins to retail for $100 


Think of it! 


And these are not half-relief or three- 
quarter forms, but regular full size figures. 


Three different new correctly proportioned 
French bodies, three different poses with 
interchangeable arms; the latest in style 
with smart, new, and chic faces. Eyes 
naturally painted with real hair eyelashes, 
or modernistically painted a La Parisiene 
for better distinguished shops. 


Only Masso's unequalled models can com- 
pare with them. 


Convince yourself! Compare them with 
any other in the world as to Strength, 
Beauty, Durability and Economy. 


Dear Jobber: | am sorry to say deliveries 
will not begin until August Ist, so get in 
line for the Fall Rush. 


FELIX MASSO 


215 West 20th St. New York City 








You spend good 
money for adver- 
tising cutouts or 


ARDBOARD 
. » EASELS j225,005% 


is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
































































OLD KING COLE 
IS SANTA CLAUS 


—to the ever busy Displayman 
—and Promotional man. 
THIRD - DIMENSION! LAUGHS! 
SALES! CROWDS! ACTION! 
COLOR! Translated, this means 
Old King Cole displays. 
For windows — interiors — depart- 
ments — entertainment features! 
Large or small! 
More than 600 displays to choose 
from. 

For sale—or lease. 


SWZ 
OLD KING COLE, Inc. S“ypu- 


CANTON - - OHIO —~ Z 











FIREPROOF 
COTTON 


Sample and Price 
on Request. 


DISPLAY CREATIONS, INC. 


1322 Broadway Detroit, Mich. 








The Aristocrat of 
DRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters 
Manufactured by 
Combination Products Co. 


64-74 WEST 23RD ST. NEW YORK CITY 
“Actual Samples sent on request 
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Conference Discloses New 
Retail View on Lighting 

During the recent sales conference held in 
Chicago by Curtis Lighting, Inc., the selling 
experience of Curtis representatives from 
every state, as well as from Canada, con- 
firmed the opinion that the retail merchant 
is coming to have an entirely new concep- 
tion of light. He no longer classifies it as a 
begrudged overhead, but considers it one of 
his most potent and necessary merchandising 
investments. 

A new “trade-in” plan was born out of 
the conference, and as a result retail mer- 
chants may now trade in one old reflector 
of any make for each X-ray show window 
reflector purchased, receiving a dollar for 
the old reflector, which will be destroyed 
by a Curtis representative. Interior store 
illumination also received much emphasis at 
the conference because there has been a 
marked need for indirect lighting that will 
do a good selling job. 

Many beautiful new Curtis luminaires 
created by Walter Kantack, were exhibited 
for the first time. The use of color finish 
on these fixtures appeared as a notable in- 
troduction, also the development of many 
luminous-bowled pendant designs, as well as 
an interesting portable unit for supplement- 
ary indirect lighting and interior spot 
lighting. 

Throughout the three days of the confer- 
ence, the point of view constantly main- 
tained was that commercial lighting, in 
order to meet the contemporary demand, 
must be planned ta sell more goods as well 
as to illuminate and beautify the given 
interior. 


Chicago Club Meets 
At Curtis Lighting 

Members of the Chicago Display Club met 
Monday night, October 5, at the offices of 
Curtis Lighting, Inc., 1123 West Jackson 
boulevard, Chicago, to witness a demonstra- 
tion of modern lighting practice. The dem- 
onstration was presented by Charles E. 
Johnson and associates. The model window 
display set-up was furnished by John 
Cleary, Charles A. Stevens & Co. 

A report of the Pacific Coast Association 
of Display Men convention was given by 
R. O. Johnson, president of the Chicago 
club, who attended the meetings in Spokane. 
Johnson also announced that Chicago had 
been selected as the 1937 convention city for 
the International Association of Display 
Men. 

Following the meeting, beer and pretzels 
were served through the courtesy of the 
Curtis company. 


Much Interest Shown 
In $2,000 Contest 

Levy Bros. & Adler Rochester, Rochester, 
N. Y., reports that more than 150 entries 
have already been received in their $2,000 
display contest which began September 15 
and continues to December 15. The sum of 
$3 is being paid for each 8-by-10-inch photo- 
graph submitted, whether or not it wins a 
prize. Complete details may be obtained by 
writing the company at the above-mentioned 
address. 
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CHRISTMAS | 
SORES | 


Doasimaead 


WANDS 
FLATO 
ye 


WINDOW AND 
INTERIOR DISPLAY 


_ €XCLUSIVE TO ONE 
STORE IN A CITY 


FULL COLOR 
ILLUSTRATIONS 


AND PRICES 
& 
W.L.STENSGAARD 


& ASSOCIATES ,INC. 
346 WN. Justine Ave. Chicago 
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FAMOUS-BARR'S INTERIOR DISPLAY 
MAKES STORE TRAFFIC RESPOND 
[Continued from page 7] 

Many small corners and out-of-the-way 
nooks have been redeemed for selling in the 
store by the use of display. The hosiery re- 
pair shop is a small corner under a stairway. 
The children’s hosiery section is built about 
an «scalator approach. Its long, low counter 
is broken by small windows in which the 
merchandise is displayed for both adults and 
children. 

A new type of showcase display was devel- 
ope! for the men’s shoe section, supplanting 
the conventional showcase of shelves. A dis- 
play, window style, was built into the show- 
case, dramatizing the main features of the 
shoes. Models of trouser-encased legs were 
use| to show the shoes as they appear on the 
foot, and to stress the arch construction. 
Various styles were displayed on the small 
shelves. 

Other ingenious uses of effective display 
evident in the St. Louis store show that any 
product can be enhanced by display, and 
that no structural difficulty need prevent 
effective displaymanship. In the bedding 
section mattresses have been used in column 
enclosures at the section entrances. In the 
picture section the columns, with a canopy 
of composition board to supply overhead 
illumination and four-way advertising, dis- 
play the merchandise in a natural setting. 
Similarly, the elevator corner is a recess for 
the display of pictures. 

Walls, a frequently neglected possibility 
in displaymanship, are utilized fully at Fam- 
ous-Barr. In one treatment, billboard tech- 
nique was adapted to indoor circumstances 
in the gigantic sign over the drug depart- 
ment. The lettering on the sign is done on 
removable panels, and may be changed easily 
to keep the advertising message up to date. 
In the leather goods section, an original wall 
treatment—since widely used—preserves the 
natural wall effect while permitting mer- 
chandise display. In an artificial wall of 
composition board built above the show 
cases merchandise is displayed from cut-out 
recesses and highlighted from concealed fix- 
tures. The treatment permits a wide variety 
of patterns in the cut-out openings, and a 
color contrast between wall face and recess 
backing. 

In these examples of the more recent work 
at Famous-Barr Company may be seen the 
importance of originality in display, not only 
in design but in materials and in colors. In 
his work at Famous-Barr, and, prior to that, 
as superintendent of construction and equip- 
ment for L. Bamberger & Co., Newark, N. J., 
Safier has demonstrated to the merchant the 
value of display in retail selling, and, to 
the displayman, the value of being not overly 
subservient to tradition. 





Walker Burbank Joins 
Lord & Taylor 


M. Walker Burbank has joined the display 
staff of Lord & Taylor, New York City, as 
designer. Burbank was formerly an in- 
Structor in scene painting with the Yale uni- 
versity department of drama. 





DISPLAY 


i “On 
" .... BY USING 
V4 RO) Mam = (Oy 
BLOWUPS | 


FOR ATTENTION GETTING 
WINDOW & STORE DISPLAYS  Yods these Low prices / 
LEADING DISPLAY MEN ARE 22%x28....$2.35 
ORDERING OUR PHOTOGRAPHIC aa ae  : rye; | 
ENLARGEMENTS or TRANSPAR- 48x 72... §9.00 


nes he Gee (INCLUDES MOUNTING & COLORING ) 
* WE CAN MAKE THEM FROM YOUR PHOTOS. OTHER SIZES IN PROPORTION — 


Sut, cMeloy Br os. ne, QUALITY 


SHELBYVILLE, INDIANA USA. \ ASSURED 











Now Available With no duty charges! 


Save duty on your silver glass tinsel and get a triple plated tinsel of greater brilliancy 
and more lasting luster by buying it direct from YUKON, the largest maker of silver 
glass tinsel in the U. S. 


Buy it at the World’s Lowest Prices 


Nowhere else can you equal our prices on extra fine, fine, medium and coarse. We 
can also offer you 12 rich, beautiful colors. 


Yukon Silver Glass Tinsel is Unrivalled 


for use on Novelty Fabrics, Stage Spectacles, Lobby Displays and S-I-G-N-S oi 
all kinds. 


We cater to Jobbers and Manufacturers 









Write us immediately for full details and prices. 


eTry YUKON Showcard eTry YUKON Black 
Colors India Drawing Ink 
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D.C.A.D.M. Convention 
Sets New Record 


A backward glance at the thirteenth an- 
nual convention of the Pacific Coast Asso- 
ciation of Display Men, held in the Daven- 
port hotel, Spokane, on September 13, 14, 
and 15, proves that without a doubt it was 
the most successful conclave ever held by 
the Western association. It set a new record 
for interest and action; the large number 
of displaymen who attended left the conven- 
tion city with regret that the series of edu- 
cational sessions and entertainment features 
had to come to an end. 

Perhaps never before in the thirteen years’ 
existence of the P. C. A. D. M. has a con- 
vention so lived up to the business-like 
action and concrete discussions of merchan- 
dise presentation which have been long asso- 
ciated with the organization. The 1936 con- 
vention was thoroughly a “shop-talk and 
behind the scenes” assembly. The speakers 
were store executives and displaymen well 
versed in their subjects. They delved deeply 
into their own experience and analyzed dis- 
play methods with a significant lack of trite 
language. 

Under the leadership of G. E. Williams, 
Barnes-Woodin Company, Yakima, Wash., 
the newly elected president who succeeded 
Vic Linden, J. C. Penney Company, Inc., 
Spokane, the organization should make still 
further strides during the coming year. 
Other officers for 1937 are Ray Hering, The 
Crescent, Spokane, first vice-president; J. 
Walter Johnson, Powers Furniture Company, 
Portland, second vice-president; H. E. Mac- 
Laren, Bon Marche, Seattle, third vice-presi- 
dent; Fred Lund, Hal Bowen Company, 
Yakima, secretary-treasurer, 

Yakima was selected as the convention 
city for 1937, after an invitation had been 
extended by Fred Lund, of the Yakima club. 
Roy Samuels, Pacific Power & Light Com- 
pany, of the same organization, was ap- 
pointed convention director. 

Immediately after his induction into office 
on the final day of the convention, Williams 
appointed the following executive committee : 
Vic Linden, chairman; Walter Rimes, Henry 
Birks & Sons, Vancouver, B. C.; Lynn Tay- 
lor, Jackson Furriiture Company, Oakland, 
Calif.; Floyd” Tucker, J. C. Penney Com- 
pany, Inc., Bremerton, Wash., and James 
Melbostadt, Rhodes Brothers, Tacoma. 

The Spokane club and Ray Hering, con- 
vention director, came in for especial praise 
by the delegates for the efficient manner in 
which entertainment and business were inter- 
mingled and for the smooth way in which 
the entire convention was handled. 

The sessions opened the morning of Sep- 
tember 14, Vic Linden, president, introduc- 
ing Arthur Burch, mayor of Spokane, who 


By JOHN R. A. De JUNG 
J. C. Penney Co., Inc., Spokane 


extended a hearty welcome to the delegates. 
J. Walter Johnson responded for the dis- 
playmen, after which Linden introduced 
John R. A. de Jung, publicity director for 
the convention, and tenth district director 
of the International Association of Display 
Men, who greeted the visitors for the Spo- 
kane club. R. O. Johnson, Commonwealth- 
Edison Company, and president of the Chi- 
cago Display Club, was then presented. 

In speaking of “Utility Displays,” Johnson 
said, in part: “The displayman who delivers 
the goods, who sells merchandise in his win- 
dows, and who at the same time carries on 
an education program for the merchandise 
shown, is the most valuable asset to his 
organization. Study your own displays. 
Either they sell or they don’t. It is -vell 
to study other displays, but first give atten- 
tion to your own.” 

Before adjourning for a round-table lunch- 
eon the following departmentals were held: 
“Modern Store Arrangement,” F. F. Oakley, 
Grand Rapids Fixture Company, Grand 
Rapids, Mich.; “Color and Layout in Pos- 
ters and Showcards,” Virg Warren, Virg 
Process Studios, Spokane; “Window Back- 
grounds,” Herman Walker, Walker’s Dis- 
play Studios, Spokane. 

After resuming the educational program, 
John Show, principal, Havermale Junior 
High School, Spokane, spoke on “An Out- 
sider’s Viewpoint of the Value of Display 
to the Community.” He was followed by 
Dan H. Steele, vice-president, Wilson Broth- 
ers, Inc., who discussed “What a Nationally 
Known Manufacturer and Jobber Thinks of 
the Importance of Display to Modern Busi- 
ness.” 

Carl Amdahl, one of the organizers of the 
first convention of the P. C. A. D. M. wel- 
comed the many new members in attendance 
and gave a brief resume of the first con- 
vention and progress made since that time. 

Competitive window displays were then 
arranged by H. W. Singer, Hunter Brothers, 
Rossland, B. C.; M. A. Rice, S. W. Barkley 
Company, Aberdeen, Wash., and Jack C. 
Partridge, C. M. & S. Company, Trail, B. C. 
The judges awarded first and second prizes 
to Singer and Partridge, respectively. 

R. O. Johnson was again introduced and 
gave an outline of the progress made by the 
Chicago club. He then discussed the new 
set-up of the I. A. D. M. and said: “My own 
personal view is that we should all become 
one big family, unite with the international 
association as a group, and still keep the 
P. C. A. D. M. By doing so we would all 
get just a little bit further by an interlinking 
of the two.” 

The program for Tuesday was highlighted 


by the address given by James L. Paine, 
chairman of the board, The Crescent Siore, 
Spokane, who spoke on “Financing the 
Display Activity.” He said: “The display 
department should be operated on a budget 
system, and team work should be practiced. 
Proper display of merchandise is necessary 
and very important to all lines of business— 
and the budget plan is the best plan of 
operating business in the most business-like 
manner. It enables the display manager to 
know where he is at all times. 

“A budget is (1) a business-like, work- 
able plan of conducting display activity; (2) 
it tells how much you are spending on this 
type of work; (3) in all stores a budget is 
operated on the store’s gross business; (4) a 
budget can be set up for a limited time of 
from three months to one year; a longer 
period is more satisfactory, but it is easier 
at first to check on a shorter period; (5) a 
display manager can make his own definite 
plans; (6) a budget includes salaries, trav- 
eling expenses, promotions, special sales, 
style shows, etc.; (7) the budget plan makes 
display work a definite unit of the store’s 
business; (8) the budget plan takes all of 
the guesswork out of display advertising in 
the larger stores as well as the smaller 
stores.” 

Ladner Ross, lighting superintendent, 
Washington Water Power Company, spoke 
on “Three Second Selling,” stressing the 
importance of proper lighting in display 
work. 

The following committee appointments 
were made by President Linden: Nominating 
committee, Walter Rimes, Vancouver, B. C.; 
Wayne Snook, Great Falls, Mont., and Jack 
Kellogg, Seattle. Resolutions committee, 
Lynn Taylor, Oakland, Calif.; J. Walter 
Johnson, Portland, and T. E. Birrell, Poca- 
tello, Idaho. Publications report, John R. 
A. de Jung. 

The morning program was concluded with 
departmentals conducted by Leonard Kaiser, 
Hills Shoe Shop, Spokane, on “Putting a 
Kick in Shoe Window Displays ;” Bert Lyle, 
Asbestos Supply Company, Spokane, “Anal- 
yzing Display Backgrounds,” and J. G. Run- 
kel, Runkel Windo-Craft Displays, Inc., Spo- 
kane, who gave a paper demonstration. 

The meeting adjourned at noon for a 
joint luncheon with the Spokane Chamber 
of Commerce and the Retail Trade Bureau, 
with R. O. Johnson speaking on “Mothering 
Merchandise.” 

The first speaker Tuesday afternoon was 
Eric Johnston, president, Brown-Joh:ston 
Company, who talked on “The Incre«sing 
Importance and Necessity of Display.” 

[Continued on page 37] 
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FAMILIAR THEMES GLORIFIED 
IN HOLIDAY EXTERIOR TRIMS 


[Cantinued from page 30] 


Ten fir trees, each 12 feet high, formed a 
background. At the rear a 3-foot star was 
suspended on a radio pole which was illumi- 
nated with blue lights. The entire display 
was lighted with five 200-watt flood lights. 

At the home of General Electric, Nela 
Par, Cleveland, Ohio, displays were used 
last Christmas which could be well adapted 
by any larger store. The lower photograph 
shows gnomes grouped in a forest scene, 
moulding snow crystals of light and “sound- 
ing colorful musical notes as produced by 
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—This Christmas star, another holiday display 
for General Electric, was 110 feet in height 
by 50 feet wide. It weighed nearly a ton. 
Nine hundred and eighty vari-colored lamps 
were required. In alternate lines of old rose 
and emerald green, twenty-four festoons swept 
gracefully away from the star to disappear 
in the darkness. Eight hundred lamps were 
used for the festoons— 


their trumpeter. Red, yellow, and green 
lamps outlined the figures. Constantly 
changing from one attractive design to an- 
other and employing nearly all the main 
colors of the rainbow, this display was a 
real good-will builder for General Electric. 

New lighting effects were also to be seen 
in the nooks and recesses of Nela’s main 
entrance lodge. Occupying some 30 feet 
of the lodge roof was the familiar scene of 
the three wise men, their camels, the star, 
and a glowing city in the distance. Color 
cones glowed with pastel tints, illuminating 
holly sprigs, and five glowing Christmas 
trees outlined the winding roadways. 

One of the most impressive decorations 


DISPLAY WORLD 


used by General Electric last year was an 
entirely new feature, a giant ornamental 
star. The enormous symbol, shown on page 
35, was beaded with 980 vari-colored incan- 
descent lamps. It weighed nearly a ton, and 
shone down from its lofty position between 
the twin stacks which tower above the Nela 
power plant. This particular display meas- 
ured 110 feet in height and was 50 feet wide. 
Its highest lamps twinkled 135 feet above 
the hilltop. 

The main element of this ornate star con- 
sisted of two fine lines of blue-white light, 
and two of gleaming gold, all of which crossed 
at a common point to form an eight-point 
star measuring 25 feet in height and 22 feet 
in width. It was embellished by a radiant 
“ringlet” of ruby-red approximately 8 feet 
in diameter, suggesting either a wreath or 
halo, as fancy dictated. Emanating from 
the star were twenty-four ray-like festoons 
which swept gracefully outward finally to 
disappear in the darkness. These luminous 
garlands were arranged in alternate pairs of 
old rose and emerald green. Eighty-five 
large “daylight” lamps, fifty-five golden- 
yellow coated lamps, and forty lamps 
equipped with special bulbs of ruby glass 
were used in the star and “wreath.” Eight 
hundred old rose and emerald lamps were 
used in the 800 feet of festooning required 
to round out the design. 

On clear nights the star design could be 
seen easily from many points several miles 
away. 





Arnold Dreyfuss 
Joins Macy's 

Arnold Dreyfuss has resigned from Mod- 
ern Art Studios, Inc., New York and Chi- 
cago, where he has been in charge of manu- 
facturers’ displays, to accept an appoint- 
ment in the sales promotion department of 
R. H. Macy & Co., New York City. He 
will handle the creation and planning of 
point-of-sale advertising. Glen Holland, 
vice-president, Modern Art Studios, Inc., has 
taken over Dreyfuss’ former duties. 





Packaging Exposition 
Set for March, 1937 

The seventh annual packaging exposition 
will be held in the Pennsylvania hotel, New 
York City, on March 25 and 26, 1937. More 
than 7,000 business executives attended the 
1936 exposition and it is expected that this 
figure will be exceeded next year. 





Jerry Timm Joins 
Husch Brothers 

Jerry Timm, formerly assistant to George 
H. Wagner, George B. Peck Company, Kan- 
sas City, Mo., has assumed the position of 
display manager for Husch Brothers, St. 
Paul, Minn. 





M. W. Howard Joins 
Joslin, Denver 

Formerly with Lamson Bros. Company, 
Toledo, Ohio, M. W. Howard has accepted 
a position as display manager for the Joslin 
Dry Goods Company, Denver. 








STEVENSON ANIMOTOR 


Guaranteed Four-Shaft Motor For 


MOTION DISPLAYS 





110 V.—60 Cycle—A. C. or Universal 


FOUR DOUBLE-END SHAFTS 
Fast Rotary—50 r.p.m. 
Slow Rotary—6 r.p.m. 
Indexing—60°, 6 Stops 

2 Secs. Motion—S8 Secs. Still 
Oscillation—70°, 10 Sec. Cycle 
Reverse Direction Each End 


Rubber Grommets, for use in mounting, 
eliminate vibration and _ insure _ silence. 
Flanged adaptor for direct connection of 
motion piece to motor—no cams, strings, 
belts, pulleys, etc. 


Used nationally by Kelvinator, U. S. Rub- 
ber, General Electric, Goodrich, Crosley and 
others. 


D. M. STEVENSON ENGINEERING CO. 


2842 W. Grand Blvd. Detroit, Mich. 


SNA ANN ILLS 
XG NEW! Have You Seen 


TINSEL COROBUFF 


Tinsel Cut Out Letters—3 in., 8 in. 
Tinsel Silver Stars—Tinsel Facoedge 
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SLEEVE FORMS 


The only Sleeve Forms made to conform 
with your specific need. The display man 
or merchant who specializes in individual 
styles of window displays will make his 
window trim an outstanding feature with 
Goodman Patent Flexible Sleeve Forms. 


Geodman Flexible Sleeve Form Co. 


Mfrs. Famous Goodman Patent Sleeve 








aa Forms for Men’s, Boys, and Women’s 
, Mannish Tailored Suits and Coats. 

Also Rotary emcee 
217 West 125th St. w York, N. Y. 


DISTRIBUTORS WANTED 








> 

> WINDOW Guntee Cata- 

; Christmas PAPERS ‘ logue Free! { 
; Designs DECORATIVE 


New Metallic Paper Designs, Cellophane Fringe, 
Holly 


Duane Display Accessory Co. 
144 DUANE STREET NEW YORK | 


Sprays, Snow Branches, Icicles, ete. § 














BEAUTIFUL CATALIN LETTERS 


Mounted On 


MIRRORS FORM-BAK 
Blue Black Green a highly-poiished, weather- 
; proof background made in 
Rose Pink 


any color. 


American Display & Novelty Co. 
New York, N. Y. 


20 West 22nd Street 
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IS SANTA CLAUS 


—to the ever busy Displayman 
—and Merchandise man. 


LAUGHS! SALES! CROWDS! AC- 
TION! COLOR! THIRD-DIMEN- 
SION! Translated, this means Old 
King Cole displays. 


General gift promotions of out- 
standing design—custom built. 


Write or wire either 
Karl Roth, Findlay, Ohio, or 


. ae 
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OLD KING COLE; Inc. SS . Z 


CANTON - - OHIO =~ = 
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NEW YEAR BOOK OF MOTION DISPLAYS 
CLOTH BOUND, 250 pages, 8'%4x11— 
230 Photos and Diagrams 
DRAMATIZED WINDOW DISPLAYS and Exhi- 
bition Booths for National Advertisers, Department 


Stores, Electrical Appliance Dealers and Designers 
of Motion Displays. 


SIMPLIFIED ELECTRO-MECHANICAL METH- 
ODS. The latest developments in Animation 
Science—and the practical application of new low- 
cost devices. Definite ways to construct hundreds 
of Motion Displays. 


85 00 Postage extra— 

bad Outside of U. S. A. $6.00 

We prepay postage when remittance accompanies order 
REEDER --- MORTON 
PUBLICATIONS, INC. 


151 FIFTH AVE., NEW YORK CITY, N. Y. 
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A CHRISTMAS DISPLAY THEME 
OF SINGULAR BEAUTY 


[Continued from page 15] 


a simulated stained glass window, done in 
transparent color on muslin. These were 
visible from the street, as were the two paint- 
ings, and were especially striking at night 
with indirect lighting. A sparing use was 
made of natural cedar for ledge trims. 

The two front windows featured a Gothic 
cathedral entrance in soft grays, against 
which merchandise was shown to excellent 
advantage. The cut-out doorway, with mini- 
ature figures, lighted street lamps, and 
snowy background were built-out and _sil- 
houetted against the softly glowing cathedral 
interior airbrushed on canvas and _ indirectly 
lighted. The cathedral fronts and built-up 
elevations were uniform in each window, but 


—"Stained glass windows," a reproduction 
of "Christ in the Temple," and Gothic arches 
used by Ungar, Inc., Portland, Ore., last 
year were all made in the store's display 
department— 


individual details offered an interesting varia- 
tion. The miniature figures included carol 
singers, pedestrians on their way to services, 
and a beggar. The use of perspective made 
the scene startlingly realistic. 

The originality, restraint, and dignity of 
the entire setting, with just a minimum of 
softening cedar, was more than successful 
in suggesting Christmas in its non-commer- 
cial aspect. At the same time it provided a 
most effective background for the dramatic 
display of gift merchandise. | 








—Typical of the many attractive autumn backgrounds available in corrugated material is *his 
one by Acme-Reytrim, New York City— 
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OLD KING COLE 
IS SANTA CLAUS 


—to the ever busy Displayman 
and Toy Buyer. 


SALES! CROWDS! ACTION! 
COLOR! THIRD-DIMENSION! 
LAUGHS! Translated, this means 


Old King Cole displays. 


A few reconditioned and certified 
displays for lease. Display head- 
quarters in America have actually 
moved west to 


s 


Wy 


SONS 7 
OLD KING COLE, Inc. =. Z 
CANTON - - OHIO —~ = 


\ \\ \ 

















BERLIN’S NEW 
FOIL MOULDING 


We have enlarged our line to embrace the 
manufacture of a complete range of foil 
mouldings, in gold, silver and copper foil, 
both bright and satin finish. 


This will duplicate all of our chrome num- 
bers and also others to specification. 


Our new pyroxolin colors will make this 
the most comprehensive line of wood core 
mouldings manufactured anywhere. 


DEALERS SEND 


CIRCULARS AND PRICES 
FOR DISCOUNTS 


ON REQUEST 


BERLIN’S “IRBECO” 
CHROME MOULDING 


50 ATTRACTIVE STYLES 50 


AND NEW FEATURES 
a Our No. 606 


A's 100 Ft. 
¥,” .. $4.00 

Cz. %” .....$5.00 

rt is ..... $6.00 


Other finishes: Copper, Brass and Dull Satin. 
Colors: Baked Flexible Enamel—White, Yel- 
low, Orange, Green, Blue, Black & Brown 












The first ht for Artists’ and Sign Writers’ Su 








209 v. 44th st. MD new YORK City, 
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P. C. A. D. M. CONVENTION 
SETS NEW RECORD 


[Continued from page 34] 

Another window display contest was held, 
participated in by Stanley J. McDonald, 
Hennesy’s, Butte, Mont.; C. J. Rowe, Ber- 
gers’, Great Falls, Mont., and Marcus Cope- 
land, George W. Wolff Company, Aberdeen, 
Wash. First and second prizes were 
awarded to Copeland and McDonald, in the 
order named. 

The resolutions committee returned a re- 
port thanking the various men and organiza- 
tions who contributed to the success of the 
convention, especially singling out Wayne 
Snook for his untiring efforts in the mem- 
bership campaign. The report of the nomi- 
nating committee was then heard and the 
men it proposed were elected to office with- 
out further nominations being made. 

John R. A. de Jung discussed a plan for 
a monthly publication for the P. C. A. D. M., 
citing the work done on the bulletin pre- 
viously issued for the organization. 

An open discussion was held on the ques- 
tion of joining the I. A. D. M. R. O. John- 
son suggested that it would be well to join 
as a group, and requested that he be allowed 
to appeal to the president of the international 
body to see if some group plan could not be 
worked out. It was agreed that further 
action would be postponed until Johnson 
could make a report to the Western organi- 
zation. 

Two drawings for Kling-Tite tackers were 
held, the winners being J. Freemont Cass, 
Joyner Drug Company, Spokane, and Sam- 
vel Waugh, Buffalo, Wyoming. 

The entertainment featured by the con- 
vention was on an equally high standard 
with the rest of the program. Many of the 
delegates enjoyed a golf tournament at the 
famous Indian Canyon golf club, with some 
excellent scores being turned in. Ray Her- 
ing, who admitted having practiced for 
weeks in order to win one of the prizes, was 
compelled to seek solace elsewhere, since it 
appeared that the visitors had been practic- 
ing also. Non-golfers were entertained by 
two other parties—one, a side trip to the 
Coulee dam, the largest monument to man; 
secondly, horse racing at “Playfair,” the 
newly opened track at Spokane. Some of 
the displaymen in a playful mood borrowed 
one of the horses for a few hours aiid put 
it on display in the flower window of the 
convention hall, a la Zioncheck. 

A tour of the city and inspection of win- 
dow displays was made by two teams of 
displaymen under the leadership of George 
Stevens, president, Spokane Display Men’s 
Association, and John R. A. de Jung, after 
which groups met at the Spokane Elk’s club. 

One of the most enjoyed bits of enter- 
tainment was held Monday night, September 
14, when the masculine delegates went on a 
whoopee party described as “entertainment 
de luxe with a Hawaiian atmosphere!” A 
theatre party was held the same evening 


for the displaymen’s wives. 

The convention was concluded with a ban- 
quet and ball at the hotel Tuesday evening, 
with the 
morning. 


festivities lasting well into the 















LING-TITE Automatic One-Hand Tacker 
does QUALITY work. Its operation is 
under absolute control. 

Each Kling-Tite blow is even. It leaves 
no hammer marks or dents. The tackpoints 
are neatly and completely driven. No 
unsightly tackheads show. 

These are but a few of the many rea- 
sons why you should use Kling-Tite. 

Ask for Folder. 


A.L.HANSEN MFG.CO 
| Klink Tite fm 5041 Econ coda la elele MANY: 
CHICAGO, ILI 


30 DAYS TO GO 


—AND you must be ready for the 
biggest show in years—YOUR 
CHRISTMAS DISPLAY. 


Don't speculate. Choose your 
decorative materials from our 
complete line of new and desir- 
able artificial flower decorations 
and novelties. 















Botanical’ Quality is known the 
country over, and our 1936 Christ- 
mas catalog is testimonial of the 
beautiful merchandise prepared 
for the season. If you have not 
received your copy, notify us 
promptly. 

Our Show Rooms abound with 
ideas in Christmas Decorations. 
Visit them whenever in Chicago. 


BOTANICAL DECORATIVE SUPPLY CO. 
325 West Madison Street Chicago 








CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


“KLE More Beautiful 
and Less Expen- 
sive than Hand 

COMPANY Cut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 

L] Airpainting Equipment 
() Animated Signs 

(] Artificial Flowers 

CL) Artificial Snow 

CL) Backgrounds 

CL) Background Coverings 
[] Booths and Floats 

[] Brushes and Pens 

[] Cabinets—Revolving 
[] Card & Mat Board 

[] Cardwriters’ Materials 
|] Color Lighting 

[] Crepe Papers 

[] Cut-out Letters 

[] Cutting Machines 

[] Decorative Papers 

[] Decalcomania 

[|] Display Furniture 

[] Display Forms 

(| Display Racks 

[] Drawing Boards 

] Enlarging Projectors 
CL) Exhibit Displays 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Fountains 

Lacquering Outfits 
Lamp Coloring 
Lighting—Equipment 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 

[] Motion Displays 

L) Motion Mechanisms 
CL) Natural Foliage 

CL) Pageants & Exhibits 
CL) Plaques (Window) 

() Paper Mache Specialties 
L) Photographic Blowups 
] Plastic and Composition Pieces 
[] Plushes and Velours 
[] Price Cards—Tickets 
[] Price Ticket Holders 
[] Reflectors 

[] Sale Banners 

[] Socks—Window 

[] Show Cards 

|] Show Card Supplies 
[] Show Cases 

[] Show Case Lighting 
(}) Signs—Card Holders 
[] Signs—Brass—Bronze 
[) Signs—Electric 

[] Sleeve Forms 

[) Stencil Outfits 

[] Stock Posters 

[] Store Designing 

[] Store Fronts 

[] Tackers 

|] Time Switches 

[] Turntables 

[] Valances 

[] Wall Board 

[] Window Drapes 

[] Window Lighting 

[] Wood Carvings 


[] Do you wish a copy of their catalog? 
[] Do you plan to remodel your store soon? 
(0 Do you plan to build a store soon? 


MAIL TO 
The DISPLAY WORLD 
CINCINNATI, OHIO 
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l. A. D. M. Announces 
Insurance Plan 

The International Association of Display 
Men has announced negotiations for a group 
insurance plan for all members. The pro- 
posal has been approved by the board of 
directors and takes effect November 1. Un- 
der the arrangements made with an insur- 
ance company, $250 is payable to each bene- 
ficiary in the event of the death of the in- 
sured. All members in good standing may 
be covered as there are no limitations as to 
age, sex, occupation, or physical condition. 
Death claims are payable immediately. 

Under the I. A. D. M. plan there would 
be no charge to members for the privilege of 
insurance, the cost being absorbed in the 
regular dues. Should membership in the or- 
ganization be discontinued the insurance may 
be converted without physical examination. 





"Glolites" Replace 
Tree Lamps 

Especially appropriate at this time of year 
are the multi-colored Christmas trees of- 
fered the display field by The Glolite Cor- 
poration, 216 Sigel street, Chicago. In place 
of the customary string of individual lamps, 
each tree glows with “glolites,”’ which ex- 
actly resemble lamps but are lighted by only 
one standard bulb concealed in the base of 
the tree. Special solid glass rods lead from 
the central lamp to the “glolites” in the 
tree, conducting the light along the rods 
to the multi-colored units. Each tree comes 
ready to be plugged into an electrical outlet. 





Many Orders For 
Decoratives 

Displaymen are placing their orders 
earlier this year for decorative materials, 
according to Botanical Decorative Supply 
Company, 325 West Madison street, Chicago. 
The company’s stock of decoratives is un- 
usually complete this year. 
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Lapointe, Duffy to Conduct 
Display Courses 

Richard P. Lapointe, display director, 
John Wanamaker’s Men’s Store, Philadel- 
phia, and George Duffy, display and sales 
promotion counselor, Dennison Manufac:ur- 
ing Company, Framingham, Mass., will con- 
duct courses for the New York Schoo! of 
Display, it has been announced. The fall 
semester of the school began September 21. 
Lapointe will be in charge of the course on 
advanced display, while Duffy will con:uct 
the one on modern display papers. ‘he 
latter course will be devoted to actual p»ac- 
tice with crepe, corrugated, and other <is- 
play papers. 





Harvey Flynn to Become 
a Benedict 

Harvey Flynn, display manager, The i'm- 
porium, Inc., St. Paul, Minn., will be mar- 
ried to Miss Myrtle Magdalene Conley, Sat- 
urday, October 24. Miss Conley is a former 
employee of The Emporium. Following the 
wedding reception the couple will leave for 
an Eastern trip. 





Owen Hansen Leaves Johnson 
Display Service 

Owen N. Hanson has severed his connec- 
tion with the Johnson Display Service, Du- 
luth, Minn., and in future the business will 
be conducted solely by Carl R. Johnson. The 
firm is an associate of Window Advertising, 
Inc. 





J. B. Ambrose Joins 


Excelsior 

J. B. Ambrose, until recently advertising 
manager of The Pharmaceutical Display 
Company, Inc., has associated himself in an 
executive capacity with the Excelsior Win- 
dow Trimming Corporation, 5 Union square, 
New York City. 
































OPPORTUNITY EXCHANGE 











MOTION DISPLAYS 
Manufacturers of window and counter displays 
who wish to improve their product by including 
light and movement to attract attention, are in- 
vited to write for details of new mechanism. 


G. W. WACKER 
88 East Mitchell Ave. Cincinnati, Ohio 








GOOD USED CUTAWL 
WANTED 


State price, model and condition. 


HERMAN’S, Kirksville, Mo. 





WANTED 


New lines of 
DECORATIVE and DISPLAY 
MATERIALS 
Accessories and Equipment 
We Can Increase Your Sales 
Give Full Information First Letter 


Display Center of Philadelphia 


319 N, Eleventh St. Philadelphia, Pa. 








WANTED—An organization that realizes the 
importance of Modern Display Advertising as 
a means of sales promotion. The services of a 
display architect are available who has eight 
years’ experience designing, supervising and 
personally executing modern displays and inte- 
riors. Address SYDNEY N. ACKERMAN, 
3017 Brighton 5th St., Brooklyn, N. Y 








DISPLAYS, EXHIBITS, AND SIGNS 
elegantly lettered in the prevailing lettering 
modes with our letter patterns and pattern 
blanks at a remarkable saving in time. Twenty 
modern styles in many sizes. Samples and 


literature. 
DISPLAY-LETTERS CO. 





P. O. Box 235-G New York City 
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Madison Avenue Observes 
Anniversary 

Madison Avenue Week, which ended a 
few days ago, marked the hundredth anni- 
versary of that New York street’s existence. 
The celebration was sponsored by the Fifth 
Avenue Association. Shops on Madison 
competed for a silver cup offered by John 
S. Burke, president, B. Altman & Co., for 
the best window display. 

The cup eventually was awarded to the 
dress shop of Jane Engel. In the judgment 
of the jury the Engel displays were fore- 
most in both artistic and historical values. 
Honorable mention certificates were awarded 
to Abercrombie & Fitch, Brooks Brothers, 
Crouch & Fitzgerald, Harry Meyers, Inc., 
Peck & Peck, and J. J. Slater. 

To aid the merchants during the special 
wee the services of Miss Polly Pettit, di- 
rector, New York School of Display, and 
James E. Buckley, lighting expert of the 
New York Edison Company, were secured. 
Many of the displays carried out the anni- 
versary theme. Judges in the contest were 
Griffith Bailey Coale, artist; Benno de 
Terey, display manager, W. & J. Sloane; 
Joseph H. Freedlander, architect; G. Ber- 
tram Regar, president, Illuminating Engi- 
neering Society, and Miss Dorothy Shaver, 
vice-president, Lord & Taylor. 

One unusual display which attracted ex- 
ceptional attention during the week was used 
in the specialty shop window of Vera San- 
ville. Three live models were shown in a 
cocktail scene, the models being made up to 
resemble mannequins and remaining motion- 
less in customary poses. It is said that 
many onlookers returned to the window for 
another look, to reassure themselves that 
they were not seeing things. 


"Fortune" Article Mentions 
Marshall Field Display 

The October issue of “Fortune” contains 
a most interesting article on the “blood- 
purged” Marshall Field & Co., written in 
that magazine’s usual exhaustive style. Re- 
tail executives will find it extremely inter- 
esting, since it gives in detail the various 
factors which influenced the company to 
drop its wholesale division which was caus- 
ing losses of millions each year. 

In referring to Marshall Field display the 
article says: “Its sixty-seven show windows 
are stately and dull.” Another reference to 
display is made in describing the operation 
of each department: “The section managers 
buy window space as they would advertising 
space from display director A. V. Fraser.” 
The article includes numerous photographs, 
one of a window display and another show- 
ing a group of mannequins in the display 
department. Speaking of Field traditions, 
“Fortune” reports a tendency to display 
Prices more than has ever been the case 
before—“but its windows still preserve their 
chaste and non-commercial air. Prices there 
are taboo.” 

Commenting on the competition Marshall 
Field & Co. receives from specialty shops, 
the article says that the company shows a 
tendency to overcome this by organizing its 
departments into little specialty shops within 
the store. 





DISPLAY 





practical, light in weight, and durable 


styles. 


244 West 23rd Street - ° 





most progressive designer of window and interior displays... 
color combinations as well as gold and silver ... 


used without detachable stand as illustrated, on platforms and ledges. 





THE smartest millinery display heads you can obtain, manufactured by the country’s 


Highly styled in 11 brilliant 
Hand made of fine papers, they 
. These patented millinery mannequins can be 
Available in three 

Price $12.50 each 


COPELAND DISPLAYS, INC. 


- New York City 




















MSanta Craus is always interesting, 
but an animated figure of the old gent 
will attract from 9 to 25 times as many 
people as will a still display. 


And that means 9 to 25 more oppor- 
tunities of selling your merchandise. 


Adults, as well as the kiddies, will 
enjoy this unusual animated display. 


Strongly constructed for service both 
this year and next, the display is rea- 
sonably priced. The upper part of the 





body moves from left to right, and the 
action is produced by the Pendulum 
Power Unit, a trouble-proof, electrically 
operated device costing less than one 
cent per day for current consumption. 
The display is 40 inches long, 28 inches 
high, and a space has been provided 
for a showcard 15 inches by 20 inches. 

Price, $35.00, f.o.b., factory, sales 
and other taxes not included. 


Be sure to specify whether A.C. or 
D.C. current is used. 


“MOTION SELLS MORE GOODS”—MOTION DISPLAYS INC. 


27 Ryerson Street, Brooklyn, N. Y. 

















OLD KING COLE 
IS SANTA CLAUS 


—to the ever busy Displayman 
—and General Manager. 
CROWDS! ACTION! COLOR! 
THIRD - DIMENSION! LAUGHS! 
SALES! Translated, this means Old 
King Cole displays. 

We have built more than 16,009 
animated displays in three years. 
Best design . . . best engineering. 

A few displays for lease! 
Hurry, hurry, hurry to 


\\ thi) 17,» 
OLD KING COLE, Inc. Ww Kkdg 


CANTON - - OHIO = 
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Metal Mouldings 


Chrome, Brass and Copper, both plated 
and solid, made in our own factory. 


Of course we have all the staple shapes, 
such as half rounds, ovals, flats, tubes, 
etc., but we also have many different and 
unusual shapes and designs. 


Our latest catalogue lists 75 stock shapes; 
write for your copy. 





We Specialize In Frames 


For the Trade 


AMES METAL 


MOULDING CO., Inc. 
226 E. 144th Street 
New York, N. Y. 

Matt Haven 9-7373 














Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 

Cork, Felt, Poster Board, Gummed 
Paper, etc. Attractive colors to make your 
selection from. 

Millions of letters in stock at all times in mod 
ern styles and desirable sizes. Catalog free. 
FELT LETTER STUDIOS, MFRS. 
538 South Wells Street Chicago, Illinois 











DISPLAY WORLD 


E. E. Wiener Resigns 
From Westerman's 

E. E. Wiener has resigned his position as 
manager of Westerman’s uptown store, 
Seattle, Wash., and has opened an office in 
the Lloyd building under the name of Dis- 
play Letters Agency. Associated with 
Wiener will be his son Willard E. (Ned). 
They will feature display materials of all 
kinds. 


Dis-Play-Well Has Novel 
Holiday Material 

Dis-Play-Well, Inc., 23 East Twenty-sec- 
ond street, New York City, has an attractive 
and novel line of display material for the 
holiday season, including tinsel cut-out let- 
ters, silver stars, tinsel facoedge, tinsel 
icicles, and tinsel Corobuff. Generous sam- 
ples will be sent on request, together with an 
explanatory brochure. 








Official Coronation Colors 
Announced by Council 

The British Colour Council has made 
known the official colors to be used in con- 
nection with the coronation of King Edward 
next spring. In addition to the red and 
deep blue already sanctioned the colors will 
include distinctive shades of gold, green, 
blue, lilac, rose and Holyrood green. 





STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION, ETC., REQUIRED 
BY THE ACT OF CONGRESS OF 
AUGUST 24, 1912 


of DISPLAY WORLD, published monthly at Cin- 
cinnati, Ohio, for October 1, 1936. 

State of Ohio, County of Hamilton. 

Before me, a notary public in and for the state 
and county aforesaid, personally appeared Nathan 
Silverblatt, who, having duly been sworn according 
to law, deposes and says that he is the business 
manager of DISPLAY WORLD and that the fol- 
lowing is, to the best of his knowledge and belief, 
a true statement of the ownership, management, 
etc., of the aforesaid publication for the date 
shown in the above caption, required by the Act 
of August 24, 1912, embodied in section 537, Postal 
Laws and Regulations. 

1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business man- 
agers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; 
editor, R. C. Kash, lav Sycamore St., Cincinnati, 
Ohio; business manager, Nathan Silverblatt, 1209 
Sycamore St., Cincinnati, Ohio. 

2. That the owners of The Display Publishing 
Co., 120) Sycamore St., Cincinnati, Ohio, are: 
H. C. Menefee, 1299 Sycamore St., Cincinnati, Ohio; 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, 
Ohio; Maude Menefee, 3521 Kaymar Bivd., Cincin- 
nati, Ohic; Stella Silverblatt, 729 S. Crescent Ave, 
Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of the total amount of bonds, mortgages 
or other securities are: (If there are none so state). 
There are no bondholders, mortgagees, or security 
holders. 

4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and security 
holders as they appear upon the books of the 
company, but also, in cases where the stockholder 
or security holder appears upon the books of the 
company as trustee or in any other fiduciary rela- 
tion, the name of the person or corporation for 
whom such trustee is acting, is given; also that 
the said two paragraphs contain such statements 
embracing affiant’s full knowledge and belief as to 
the circumstances and conditions under which 
stockholders and security holders who do not ap- 
pear upon the books of the company as trustees, 
hold stock and securities in a capacity other than 
that of a bona fide owner; and this affiant has no 
reason to believe that any other person, associa- 


«tion or corporation has any interest, direct or in- 


direct, in the said stock, bonds, or other securities 
than as so stated by him. 
NATHAN SILVERBLATT, Bus, Mgr. 
“Svorn to and subscribed before me this 9th 
day of October, 1936. 
E. WILSON. 
Notary Public, Hamilton County, Ohio. 
(My commission exp:res Dec. 1, 1937.) 
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HOLIDAY DISPLAY PROGRAMS— 
COSTLY, BUT WORTH IT 
[Continued from page 5] 
created by H. H. Hawkins, J. R. Millner & 
Co., Lynchburg, Va., used a background of 
wall board cut in a semi-circle and with 
small compartments for each type of gift, 
Every compartment was separately lighted, 
A large set-piece bearing a Christmas illus. 
tration dominated the center of the display, 
At each side, and slightly behind the lower 
curves of the background, were tapering 

candles. 

L. B. Rosens, now with Mear’s, ‘nc, 
Greensboro, N. C., designed the jewelry dis- 
play for the Duval Jewelry Company. It 
is a very effective way of suggesting dia- 
monds as a gift of permanence. Its sym- 
metry shows the gems to good advan:age. 
The descriptive cards for each group were 
in the form of diamonds and were done in 
holiday colors. Christmas candles were sus- 
pended at each side of the window. 
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